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PREFACE 
No single special interest market today is more difficult to 
understand than the .20 million Americans who comprise the Negro Market 
and who are increasing 57 per cent faster than the rest of the nation. 
Its social mobility and even color stratification are highly diversi-
fied. Unlike most racial groups, Negro skin pigmentation ranges from a 
"treble-white" to an "ebony-black." 
A nation within a nation, the world's second largest Negro pop-
ulation in the last dozen years has doubled its personal income to 27 
billion dollars, which constitutes 7 per cent of the United States 
total. This growth and aaergence of a new dynamic market has undergone 
significant changes over the last half century. In 1900 nine tenths of 
all Negroes lived in the South; of this number, four fifths lived in 
. 1 
rural areas where 60 per cent derived their living from agr1culture. 
Today the U. S. Department of Agriculture reports the highest 
average annual gross sales by Negro farmers are only little over half 
the minimum required to provide operator earnings of $2,500 a year. Ac-
cording to the 1959 Census of Agriculture, the number of Negro farmers 
decreased from 580,919 to 285,803 between 1950 and 1959. Of the 
285,803, only about 165,000 are in commercial production. And most of 
2 
these produce small quantities of commodities. In 1962 less than 6 per 
cent have remained on the southern farm from 1900. 
Negroes have gone to the big cities. They have urbanized in the 
large metropolitan areas where their capital is spendable income sought 
-vi-
by smart, alert businesses. As~ Magazine said recently: 
From Camel to Dodge, many big U. S. advertisers now sub-
stitute Negro models in their ads for Ebony (circulation 
700,000), the nation's leading Negro magazine. Last year 
Ebony carried ads from 57 of the nation's top 100 advertisers; 
since 1955 its advertising revenues have soared 106% to 
$3,300,000. Another barometer: 20 years ago, only three 
radio stations offered programs tailored to Negroes. Now 
more than 600 do.3 
The Negro market is paradoxical in that it is low in population 
and at the same time its consumption is proportionately higher in cer-
tain product areas. 
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A report by Printer's Ink illustrates this point: 
In Baltimore, for instance, Negro consumers, who represent 
only 30 per cent of the metropolitan population, account for 
nearly 60 per cent of the city's beer sales. In a study by 
the Baltimore Afro-American, a Negro daily, 500 households were 
asked, 'Do you use beer regularly?' Affirmative responses were 
given by 38.4 per cent of the Whites interviewed, 61.4 per cent 
of the Negroes. To another question on average frequency of 
purchase, the answers were 3.2 times per month white and 4.8 
Negro, and the latter's purchases were larger. 
A nation-wide survey (15 major markets) along similar lines 
showed that over 90 per cent of all urban Negro households reg-
ularly drink or serve some type of alcoholic beverage and that 
of these, 87.5 per cent regularly serve or drink beer. 
A Southern daily newspaper, the Birmingham News-Post Herald, 
recently released its findings in a consumer analysis which revealed 
that Negroes show higher consumption than white families on an amazing 
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range of products: 
Foods 
Rice 
Mayonnaise 
Fresh Dressed Chickens 
Potato Chips 
Sardines 
Pineapple Juice 
(continued) 
Per Cent of 
Negro 
98.6 
95.6 
95.7 
86.5 
74.1 
57.0 
Families Buying 
White 
90.7 
90.9 
90.8 
79.3 
34.1 
36.4 
vii 
Foods 
Sugar Coated Cereals 
Canned Conned Beef Hash 
Meats for Babies 
Fruits and Vegetables for Babies 
Per Cent of 
Negro 
49.7 
48.0 
13.1 
9.7 
Families Buying 
White 
37.9 
38.4 
7.8 
5.6 
In a special study carried in food Engineering, the Negroes' 4 
6 
billion dollar food market annually was analyzed: 
Negro families consistently spend more than comparable white 
families for food purchased at the grocery and consumed at home. 
Market Research Corporation of America figures that the Northern 
Negro family spends 12% more on food than its white counte~part, 
the Negro unit 7% more. 
And the University of Pennsylvania's 1956 Consumer Expenditures 
7 Survey reported the following: 
Income Range 
$1,000-$2,000 
$2,000-$3,000 
$6,000-$7,000 
$7,500-$10,000 
White 
483 
747 
1,253 
1,405 
Negro 
515 
766 
1,332 
1,580 
Bigger Outlay 
by Negroes 
+ 7% 
+ 2% 
+ 6% 
+12% 
Admittedly, the existence of the Negro Market with its marketing 
implications is a paradox difficult to understand. But this researcher 
hopes to clear up some of the misconceptions, fallacious assumptions, 
and confusion now engulfing this market. 
At one decade past mid-century certain legal, social, economic, 
and demographic trends have drastically changed the proto~ype of the 
American Negro. One chapter in the epic of the Negro is dying and a 
new one is being born. Profound changes are resulting. 
An analysis of traditional studies, of contemporary research 
work and statistics on the pattern of urbanization, educational status, 
and shifting employment reveals a massive migratory movement, a central-
ized mobility, a diversity in conspicuous consumption, and a distinct 
differentiation in purchasing patterns. 
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But for the astute direction of my mentor, Dr. David Manning 
White, a master of research and instruction, this study could not have 
been done. 
My deepest appreciation is also extended to Dr. Joseph Del Porto, 
whose counseling and critical evaluation of this work were invaluable. 
Frank L. Stanley, Jr. 
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CHAPTER I 
RESEARCH METHODOLOGY 
Is there a social, economic, and political force in America known 
as the "Negro Market"? What is the immediate source of coumrunication 
for this market? What are the media through which communications are 
transmitted? What is the content of the communication itself? And what 
are the contributory aspects of the social situation in which the com-
munication is received? While spasmodic inspiration has led a few to 
attempt evaluation of the above, the infrequency of such study is indic-
ative of the bias motives that precipitated its beginning. 
Most observers of this market heretofore have been more concerned 
with the "results" rather than with the "causes." They have been too 
much concerned with "what" this market is doing than "how" and "why" 
this market is motivated. 
The Negro Market has reached a population peak, a sales potential, 
and a strategic geographical location unmatched in its history. In 42 
years the world population is estimated to double itself. ,And in 40 
years Americans are estimated to double themselves. But the United 
States Negro population is expected to double itself in 33 years. 
The American Negro ceased to be "property" and became a citizen 
in 1865. He was presumably to have equal status in the eyes of the law, 
including the right to vote.. He has learned that while freedom as a 
legal abstraction might be conferred by the stroke of a pen, the reality 
has had to be gained slowly and painfully, against great odds. He has 
had to struggle against prejudice, tradition, and persecution. He has 
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been impeded by ignorance and poverty. But he has learned that freedom 
implies duties as well as rights. 
His long fight to establish his position as a citizen has meant 
outstanding gains but also frustration. Repercussions of this century-
long struggle are now being felt acutely in many areas of the country. 
The impressive but hard-won gains tend to be overlooked while a closed 
school, a bombed church, or a beaten sit-inner create wrathful indigna-
tion and are considered more "newsworthy." 
The challenge presented by the Negro Market to business is not a 
challenge to high pressure, razzle-dazzle salesmanship, but a challenge 
to determined and imaginative enterprise. In Chicago alone, 20,000 
Negro homes were purchased between 195P and 1957, an increase of 123.1 
per cent over the previous years. During the same time, home ownership 
1 
by whites in Chicago increased only 11.1 per cent. The time has come 
when American businessmen can no longer afford to overlook this huge, 
growing, and sensitive market. Therefore, I prppose to analyze the 
motivational dynamics of the Negro Market and the effectiveness of the 
media reaching this market. 
Amidst a multiplicity of misconceptions about the Negro Market, I 
hope, in assessing it, to prove that this is a market which is not being 
effectively reached and sold; that its size and strategic central loca-
tion in major urban markets are essential to profits; that the desire to 
overly compensate for feelings of inferiority produced by segregation 
has resulted in a rising middle class marked by "conspicuous consump-
tion"; and that Negro purchase patterns are different from White pur-
chase patterns. 
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Hence, I will be concerned with why Negro consumers are essential 
to profits, and what methodology is needed to sell this market effec-
tively. 
Harry Golden, in an article in Life, stated the problem this way: 
The Negro in most large southern cities represents from 20% 
to 30% of the retail purchasing power. The students seeking 
service at lunch-counters seem to have memorized the statistics. 
They say: ''We are welcomed with open arms at counters one, two, 
three, four, and five, but denied service at counter six be-
cause it happens to be selling food and drink. ' 
Because of all this, the Nagro now commands the battle. He 
not only possesses powerful weapons but he also knows how to use 
them with maximum effect. The weapon is the economic buying 
pow~r of the emerging Negro middle class. The Negro has been 
encouraged to use this power, particularly in the purchase of 
luxury goods, by the southern merchant.2 
Other indications of the awareness that the Negro has knowledge of 
his economic importance are cited in a study done by one of the best 
known public opinion research organizations, reported to the American 
Public Relations Conference in Philadelphia in the summer of 1957. It 
was found in this survey of "Northern Urban Negroes" that ov~r one third 
could name companies that extended special recognition to Negroes; over 
one fourth named companies that did not. It further polled the opinion 
of whites in the South, showing that only 8 per cent could name a company 
that stands out for helping Negroes get ahead. Of this group, less than 
o~ half said that they would boycott the company's product on that ac-
count. On the other hand, Northern Whites could-not name any companies 
. 3 
that stood out for either helping or hindering Negroes. 
Dr. Henry Bullock, speaking before a group of media buyers in New 
York, cited a research study done by the Department of Research he heads 
at Texas Southern University. He revealed that Negroes are more flexible 
3 
in their attitudes toward so-called necessities, since necessities are 
dependent on an individual's culture and values. He continued by saying 
that these vary in the Negro race, and it is easier for them to leave a 
higher percentage of their budget available for discretionary purchases. 
In the May and June issue of Harvard Business Review, Bullock con-
eluded that advertising geared to Negro and White markets simultaneously 
is more effective, less expensive, and more realistic. He advocates the 
use of illustrations with a common denominator which appeals to both 
markets without alienating white or Negro consumers. "The consumer will 
pull into view the parts of the picture with which he needs to be identi-
4 fied," he wrote. (Writer's note: Bullock's lack of advertising prin-
ciples is evident. A consumer does not seek to identify with an adver-
tisement, but the advertisement seeks to identify with the consumer. 
Hence, sales motivations are mainly one-way. And the predispositions of 
the receiver may avoid, deny, or evade the intended message. No consumer 
will waste time trying to determine if a certain advertisement has a 
situational cue for his particular identification needs. An advertise-
ment must be placed in the best social context to get the most immediate 
impact.) 
Another study by the Public Opinion Index for Industry (Opinion 
Research Corporation) tried to determine the growing power of the Negro 
Market. Their concern was threefold: what is behind Negro boycott tac-
tics? how can companies protect themselves from unjust attacks? are 
companies reaching this market? and what is the position of the general 
mass media to this market? They pointed out that competition in the free 
market does not recognize a "segregated dollar." Hence, profit-minded 
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managements of necessity must understand the Negro Market regardless of 
personal sentiment toward integration as a social problem. They further 
indicated that Negro purchasing power, double what it was ten years ago, 
will reach $27 billion by 1965--and will rise from 5 per cent to 7 per 
cent of the nation's disposable income. 5 
The only available research done recently on the media problem is 
6 by Roy Hill in 1950. He did a character sketch on the editors of the 
Negro Press and concludes they are of average educational abilities and 
usually represent the political views of Negro leadership generally. 
Pausing momentarily to reflect on today's Negro Press, we recog-
nize it as almost the "Forgotten Press" by the mass population. In 1947 
there were 161 Negro weeklies, with a total circulation of 2,235,160. 
In 1950 there were 113 papers, with a total circulation of 1,653,423. 
And by 1961 Negro weeklies and the two dailies (Chicago and Atlanta) had 
dropped to a total circulation of 1,566,660. A 14-year period has pro-
duced an over-all decrease in circulation of 668,500. Ironically, this 
drop comes at a time when the total of American newspaper readers is 
higher than ever, only 4 per cent below the population growth, when the 
Negro population has increased, incomes have increased, illiteracy has 
decreased to 7 per cent, and two thirds of all Negroes are now living in 
urban communities. 
Empirically, the problems of the Negro Press which plague its in-
glorious history are as varied as world religions or anthropological cul-
tures. I would hypothesize that the Negro Press's chaos results from 
five sociological and communicational problems which this thesis will 
analyze: (1) press performance; (2) racial assimilation of its audience; 
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(3) playing the role of a supplemental news service with today's com-
peting media; (4) lack of capitalization to expand, commensurate with 
industry trends; and (5) lack of substantial research (motivational re-
search) about the consumer habits, population shifts, purchasing power, 
and reading habits of the "Negro Market." 
Paradoxically, the very things that they are opposed to--segrega-
tion and discrimination--provide reasons for the existence of the Negro 
newspaper. Their columns are filled weekly with detailed interpretive 
stories of the injustices under which Negroes suffer. Their emphasis is 
on "Segregation" as a negative, not on "Integration" as a positive. 
More stories are carried in prominent positions about racial strife than 
about racial progress. As racial assimilation processes develop in 
America, it may mean extermination of the so-called Negro Press as we 
know it today. We might equate it with the plight of the dead "Foreign 
Language Press." Both were "cause" institutions and history frequently 
indicates that when the cause becomes unnecessary, the "aligned institu-
tions" cease to exist. 
In an attempt to understand this problem, there are three basic 
areas of research I will explore: First, I will conduct two surveys: 
(1) Editors of Negro Newspapers, and (2) Media Directors of Advertising 
Agencies. The first survey seeks to determine what problems Negro 
editors are faced with. The survey of the Advertising Agencies will 
seek to determine the following: (1) their conception of the Negro 
Market; (2) their approach to the market--guiding principles; and (3) 
the results of previous campaigns. 
Secondly, I will synthesize and evaluate all material available on 
6 
the Negro Market. 
Thirdly, I will present factual information on the status of the 
Negro Press and Negro "programmed" Radio. This information will be 
equated with the unknown effectivene.ss of the general mass media. 
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FOOTNOTES --CHAPTER I 
1. Chicago Commission on Human Relations News, Human Relations News 
(Chicago: September, 1961). 
2. Shirley E. Barnes, "Consumer Relations to the Negro Market in 
America" (unpublished Master's thesis, Boston University, 1960), p. 7. 
3. C. L. Holte, "Negro Market, To Profit by It, Recognize It," Printer's 
Ink (April 14, 1958), 263:29-32. 
4. Henry Allen Bullock, "Consumer Motivations in Black and White," 
Harvard Business Review GMay-June, July-August Reprint, 1961). 
5. --------' The Growing Power of the Negro Market (Opinion Research 
Corporation, November, 1961), p. 2 (Executive Summary). 
6. Roy L. Hill, ''Who's Who in the American Negro Press" (unpublished 
Master's thesis, Boston University, 1950). 
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CHAPTER II 
THE FORGOTTEN BIRTH 
Most historical writers about Anti-Slavery movements have over-
looked the birth of the Negro Press before 1865; papers owned by Negroes 
for Negro readership primarily. While in quantity the number of Negro 
papers and their circulation are insigmificant, the spirit that moti-
vated great men of the times to launch media of expression is signifi-
cant. Perhaps no other racial institution has labored for the advance-
ment of humanity as long, and as materially unsuccessfully, as the Negro 
Press. For in their stories, ofttimes none too accurate, their deathless 
editorials fabricated from paper, ink, and devotion, we learn of the 
meaningless tragedy of man's inhumanity to man. 
Some writers believe that the Negro Press was the catalytic agent 
of the Abolitionist Cause. Others believe that it was not even a branch 
of the Anti-Slavery movement. One writer, Robert S. Abbott, late pub-
lisher of the Chicago Defender, used to say in speeches across the land 
that the Negro Press grew out of the struggle for the slaves' freedom. 
Another writer, Dr. Maxwell Brooks, says the Negro newspaper came into 
existence before the Civil War as a special medium of abolitionist ex-
pression of sentiment and played an important part in that crusade. 1 
After doing an exhaustive study of racial institutions and prob-
lems in America, Swedish sociologist Dr. Gunnar Myrdal concluded that in 
the struggle against slavery the Negro Press was born as a Negro branch 
2 
of the Abolitionist propaganda organs of the North. 
Either the Negro Press was an Anti-Slavery medium or it simply 
-9-
advocated Anti-Slavery in its editori~ls. Assuming the latter, obtain-
ing economic security could have been as much a part of freedom's cause 
as was the constant advocacy of the "Anti-Slavery Doctrines." 
Born necessarily in a time of adversity, living spasmodically in 
a time of the Abolitionist, and dying regretfully before the Emancipation 
Proclamation, the Negro Press originated before the Civil War. 
From its very inception, the Negro Press pursued a militant 
editorial policy of special advacacy for human rights. 
To understand a sociological and chronological treatment of the 
Negro Press during slavery, it is necessary to understand the Negro's 
conditions during slavery and to what extent Negro business existed 
prior to 1865. 
THE NEGRO IN SLAVERY 
To say that the Negro was a depersonalized cog in the turning 
wheels of white supremacy during slavery is not enough. To say that he 
was the victim of human, political, and economic exploitation is not 
enough. But to recognize that the Negro Press emerged from the northern 
Negro more than it did from those in slavery is to commence our knowledge 
of this historical epoch in the annals of journalism. Too many factors 
mitigated against the slave's producing a paper, even if his master 
would allow such. The unskilled, uneducated, and impoverished slave 
could not hope to start a paper. Therefore, it is not surprising that 
all the papers herein mentioned were confined to the North. Obviously, 
slavery in the South would in its own defense suppress the press. 
However, as far back as records go, there were efforts toward 
self-expression. Perhaps they were a little more than efforts, if we 
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are willing to acknowledge the folk song and the spiritual. How inter-
ested these peopl~ could be during the 1820's in this form of expression 
is indicated in the following excerpt~ 
The colored boys of the town had a custom of assembling every 
Sunday afternoon at a certain mineral spring in the suburbs of 
the place and discussing, in imitation of the whites, the issues 
of the day. Some of them, especially the slaves of prominent 
men, could repeat with exactness, speeches that they had heard 
during the week. The whites were often present at these meet-
ings, and the master of a bright slave boy would feel a pride in 
the prowess of his Negro and encourage him to improve. At last, 
however, they came to see that the effect of this was to turn 
the minds of the slaves toward freedom and they forbade these 
meetings.3 
No doubt this expression activity lent a feeling of self-expansion which 
encouraged the slave to try seriously to improve his conditions. 
Only a few examples of educated Negroes who wanted to write are 
accessible for the period before 1827. If there is any real herald of 
the dawn for colored Americans, it is Phyllis Wheatley, whose first pub-
lications came out in 1770. Three editions of her poems were sold after 
her death. 4 
Meanwhile there was a growing number of free Negroes in the North. 
The Revolutionary War resulted in a large number of migrations. A few 
free Negroes became economically successful and some managed to get an 
education. From this class, the impulse was to advance and provide 
political discussion to the organization of effort, the very thing for 
5 
which the press could function. 
Normally, the Negro in the North was free to express his opinions 
and to labor in behalf of his race, so far as it was allowed to any other 
class of persons. Yet participation was small, considering their number. 
How small we can only understand when we remember how low the position 
11 
actually held by blacks was, even in the North. Aside from educational 
I handicaps, few had the money or social prestige to put their convictions 
into printed form. There were a few, however, who were both educated 
and prosperous and whose reputations have descended to our day. 
One of the best known was James Forten of Philadelphia. He 
was spoken of in 1823 as a sail maker of good education and as 
prosperous in his business. He owned a country residence and 
kept a carriage. In 1813 he made an appeal to the Senate of 
Pennsylvania against Slavery, claimed equality with the Whites, 
and spoke of the inalienable rights of the blacks.6 
NEGRO BUSINESS BEFORE 1865 
Considering that the Negroes in Africa, before being shipped to 
America, had some business experience in trade with their own peoples 
and with outside commercial interests, the Negro as a participant in 
business cannot be considered as something new. The African was not 
generally prepared to do business, however, with European and American 
traders on an equitable basis. But the native African of the Slave 
1 
period was by no measure a savage. He was what is called "pre-literate" 
with a complex agricultural, social, and legal society, with skilled 
workers in iron and other metals and with great artists. Especially was 
he great in sculpture and wood-carving. 7 Like any race of people moved 
to inhabit another land against their will, they had enormous social ad-
justments to make in a foreign country--more than normal adjustments 
under the yoke of oppressive slavery. 
Nevertheless the Negro had some contacts with commercial activity, 
and his transition to life in America did not destroy all his initiative 
for business. 
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Prior to 1865, Negro business in America was circumscribed by 
slavery in the South and by Negro population scarcity and superior 
business organization in the North. Negro business operators in 
this period fell roughly into ~wo groups. One group was composed 
of free Negroes who accumulated capital with which to set up 
businesses of many kinds through various means. The other group 
consisted of slaves who through thrift, industry, native intel-
ligence, and the liberal paternalism of their masters managed to 
develop small businesses. The latter group was predestined to 
begin and remain small, because the slave system tended to destroy 
or inhibit business initiative in most of the slaves. Members 
of this group often used the proceeds of their efforts to pur-
chase their freedom or that of their kinspeople.9 
Pierce also believed that the retardation of Negro business during 
slavery resulted from southern White folkways. To support this belief, 
the Association for the Study of Negro Life and History records the fol-
lowing: 
To each position requiring the least manual labor were as-
signed two persons, a white man who actually held the position 
and received the income thereform and a Negro who did practi-
cally all of the work which the position required. The clerk 
in the store would meet the customers, politely inquire what 
they wanted and discuss prices with them, after which the Negro 
would be told to measure the cloth or weigh the amount of flour 
or bacon required.10 
In spite of restrictive legislation and uncertain status, Negro 
businesses managed to survive until the Civil War in such cities as 
Charleston, New Orleans, Savannah, and Richmond. These cities had con-
siderable concentrations of Negro population. Logically, the Negro 
businesses for the most part were those which Whites did not choose to 
operate, such as labor and service types (barber, mechanic, artisan, 
restaurant and hotel operator), although some Negroes could be found 
operating boot, shoe, and clothing businesses. "The growth of these 
businesses was handicapped by a dearth of capital, severely limited 
11 
credit and a small and relatively poverty-stricken racial market." 
Northern Negroes did establish businesses in lumbering, tailoring, 
13 
pickle making, salt manufacturing, costume jewelry, catering, and bed 
manufacturing. These businesses were established in spite of a small 
and scattered Negro population and increasing success of foreign immi-
12 grants who displaced Negroes from their jobs. 
NEGRO JOURNALISM-~UTLET FOR PROTEST 
Journalism became an outlet for the Negro. It is obvious that the 
Negro of the nineteenth century was convinced he could improve his gen-
• eral status by improving his economic status. With Benjamin Franklin, 
he believed too the way to prestige, fame, and influence is through 
wealth. So it is important at this point to understand the drive for a 
bank, for this, in a sense, expresses the drive for economic security 
which led to the formation of the first Negro paper. 
Growing out of a conviction that real progress could be made 
by Negroes only by improving their economic condition, a con-
vention was held in New York in 1851 for the purpose of making 
plans for improving the Negro's economic status. This conven-
tion recommended that a mutual savings bank be established by 
Negroes. It was felt that a Negro bank would encourage savings 
and thrift and might assist Negroes who wished to enter husiness. 
The fact that Negroes had savings of between $40,000 and $50,000 
in New York banks also encouraged this recommendation. During 
this same period, suggestions were made for the establishment 
of Negro banks in Cincinnati and Philadelphia. Nothing came of 
these proposals.l3 
One of the main outlets that the Negro sought for self-expression 
and/or economic secur~ty was the Negro newspaper. It is difficult to 
determine just how one accounts for the desire to have a direct voice. 
Certainly, the editor would have power unequalled by any other member of 
his race. The minister, lawyer, orator might have great influence, but 
this was "limited influence" to a specific audience and very often this 
limited audience became the battleground for power struggles. But the 
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press had an opportunity to be as broad as its circulation, where any 
other profession's appeal to this audience would be limited in scope. 
Here was an opportunity to have a weapon that pushed the editor's 
influence beyond the narrow confines of the local community. This prob-
lem of leadership is explained in part by Vishunu V. Oak: 
For many years the Negro minister was the only leader of the 
race. He was both spiritual and practical leader. The advent 
and growth of the Negro Press has seriously challenged this ex-
clusive leadership, and unfortunately, has created much unnec-
essary and, at times, ridiculous strife between these two impor-
tant molders of Negro thought and progress. The astute Negro 
newsman is the last to underestimate the continuing influence 
and power of the Negro pulpiteer, and he is generally eager to 
seek his cooperation. Only the most self-centered and ill-
advised of today's Negro ministers fails to avail himself of 
the cooperation freely offered him by the nation~s Negro newsmen.l4 
I doubt seriously if this is a problem peculiar to the Negro race. 
Nor is it a problem produced by slavery and segregation. It is a problem 
of human society at large. It is, however, unfortunate, because unity 
of the Negro community is an important facet in solving the desegregation 
process, as it was in the support of pre-Civil War Negro newspapers. 
BIRTH OF THE NEGRO NEWSP~PER 
Following the publication of Benjamin Lundy's Genius of Universal 
Emancipation and before William Lloyd Garrison started to publish The 
Liberator, Negro journalism in America was born. Freedom's Journal was 
the publication and it was issued on March 16, 1827 in New York City by 
John B. Russworm and Samuel E. Cornish. It was in format a medium-sized, 
neat-looking, well-printed weekly, about nine by twelve inches. Free-
dom's Journal was a thoroughgoing abolitionist sheet, having been called 
into being to defend the Negro against the vile attacks of a New York 
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editor of Jewish descent who had pro-slavery and Negro-hating tenden-
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cies. Irving Garland Penn writes: 
The inception of the Journal was the result of a meeting of 
Messrs. Russworm, Cornish, and others at the house of M. Bost'n 
Crumme . . • in New York, called to consider the attacks of the 
local paper mentioned . . • a local paper published in New York 
City . • • by an Afro-American-hating Jew, which made the vilest 
attacks on the Afro-Americans.l6 
This new organ had for its motto, "Righteousness Exalteth a Nation," and 
its columns were filled with long dissertations on the immorality of 
17 slavery. 
The March 30, 1827 issue of Freedom's Journal had three articles 
on the first page: a series called ''Memoirs of Cap. Paul Cuffee," an 
essay on "People of Colour," and a bit of news about the cure for 
drunkenness. The second article is quoted below to give an example of 
phraseology and approach to anti-slavery: 
The law of God requires that all the prov~s~ons should be 
made by law which the public welfare will admit, for the protec-
tion and improvement of colored subjects, as well as white sub-
jects. And this has not been done .... We must show that their 
rights are acknowledged, their protection secured, their welfare 
promoted, and that, in every particular, excepting that of in-
voluntary servitude and its necessary attendants, they stand upon 
the same ground with their masters. When this is done we shall 
feel no guilt upon the subject.l8 
But too few Negro and White Abolitionists were able to support 
such a paper for it to succeed. Later its name was changed to Rights of 
~and in 1830 it died. 19 
This same year Russworm was sent to Africa by the Colonization 
. 20 Soc~ety and eventually taught school in Liberia and published the 
Liberia Herald. It is reported that he became Governor of Maryland at 
Cape Palmas and that he was the first Negro college graduate having re-
ceived his degree from Bowdoin in 1828. 21 
16 
The only mention of background information on Cornish is by Det-
weiler, who says that Cornish belonged to the same social class as 
Forten. He once sought to show in an article printed in a New York paper 
"that Blacks were not any worse, but better, than the lower-class whites, 
since many of them had education, refinement, and wealth. What evils 
22 
there were, were the results not of emancipation, but of slavery." 
We hear about Cornish again in 1837, this time as a minister who 
began publishing the Weekly Advocate, which in March of that year became 
23 the Colored American. It remained weekly until 1842. Yet we encounter 
a conflicting report, without any authority to indicate who is right, 
in which Oak writes of another publisher of the Weekly Advocate: "In 
January 1837, Phillip A. Bell of New York started the Weekly Advocate, 
selecting Samuel E. Cornish as its editor. Two months later, the name 
of the paper was changed to the Colored American and, like its predeces-
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sor, it took up the fight against slavery." 
At any rate, Cornish was a leading Negro journalist of his period. 
The subscription price of the Colored American was two dollars per year 
in advance. Its objectives were, according to its flag, "the moral, 
social, and political elevation of the free colored people; and the 
peaceful emancipation of the enslaved." The paper was well received by 
the American press of the period, and many favorable comments appeared 
f . . 25 rom t1me to t1me. 
Booker T. Washington does remark that David Walker, who later 
published the famous Appeal, also contributed to Freedom's Journal, as 
well as Stephen Smith, successful lumber merchant and agent of the 
Underground Railroad. 26 David Walker's Appeal, not a periodical but a 
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pamphlet which appeared in several editions, is credited with stirring 
up the public more than any other. He was a free Negro from North 
Carolina who had moved to Boston, where he had opened a second-hand 
clothing store. This is the place where he began preaching to Negroes 
about plans for the insurrection of slaves. Reportedly, having received 
a partial education and having broad traveling experience in the States, 
'he said while still a boy in the South, "If I remain in this bloody land, 
I will not live long. As true as God reigns, I will be avenged for the 
sorrow which my people have suffered. This is not the place for me--no, 
no ••. , Go, I must!" The format was made up of four articles, to-
gether with the preamble to the Coloured Citizens of the World, but in 
particular and very expressly, to those in the United States of America. 
The excitament caused by Walker's exceedingly able writing is 
proved by the fact that as far south as Louisiana men were im-
prisoned for being in possession of the pamphlet. The mayor of 
Savannah demanded that the mayor of Boston punish the author, 
and the latter replied expressing his disapproval of the work. 
The Virginia Legislature almost passed a measure prohibiting 
not only seditious literature but the education of free Negroes.26 
The first two Negro newspapers had their headquarters in New York 
City, but their successor was established in Albany, New York. The Ele-
vator came into being in 1842, with Stephen Myers as its publisher. The 
paper was strongly backed by the Abolitionists and among its influential 
supporters and backers was Horace Greeley of The New York Tribune. This 
appeared to be the first actual support contributed by the Abolitionists. 
Contemporaneously with the Elevator appeared the National Watch-
man and Clarion, which was published in Troy, New York, in the latter 
part of 1842. Its publisher and editor was William G. Allen. It_ was 
short-lived, as was also the People's Press, which was published by 
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Thomas Hamilton in New York City the following year. 27 Oak says that 
the National Watchman had two publishers. Besides Allen, there was Henry 
Highland Garnett, who also allegedly published the Clarion by himself. 28 
Following the lead taken by the Empire State, Pennsylvania next 
became a field of activity for the Negro journalist. In 1843 the Mystery 
was published in Pittsburgh by Dr. Martin Delaney, a graduate of Harvard 
College. At first it was conducted as the personal property of its 
editor, but ·as such it survived only nine months, when it became neces-
sary to transfer its ownership to a joint stock company. After the 
change, Delaney was retained in the capacity of editor. Delaney was the 
first Negro editor to be sued for libel. He was fined for his state-
ments, but his popularity was so great that the fine was paid by popular 
subscription. The Mystery ceased publication under that name in 1848, 
at which time it was purchased by the African Methodist Episcopal 
Church. 29 
In 1846 the Genius of Freedom, published in New York, was. started 
by David Ruggles. No suspension date can be found and we might surmise 
it was short-lived.30 
As the result of a statement by the editor of the New York S.uo, 
the Ram's Horn was started. Its editor was Willis Hodges, who furnished 
the money necessary to publish the first issue by whitewashing in New 
York City for two months. Within a short period, the circulation of the 
paper reached 2,500 copies. The subscription price was $1.50 to sub-
scribers within the state and $1.00 a year to those outside the state. 
The publication was a five-column folio, printed on both sides. It sus-
pended publication in June, 1848. We may recall the reply given Hodges 
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in the 1840's by a member of the New York Sun staff when Hodges pro-
tested the use as paid advertising of his rejoiner to Sun editorials 
that endorsed proposals to curb Negro suffrage in New York. He was told 
that the "Sun shines for all white meu, and not for colored men." Hodges 
was told also that "If he wished the Afro-American cause advocated, he 
would have to publish a paper himself for that purpose." The motto was 
''We are men and therefore interested in whatever concerns men," claiming 
for the Ram's Horn a much more expanded scope and concern than even the 
~ admitted to. The weekly's clientele was largely Negro and its news 
largely Negro. There~ore, its news selection was restricted. 31 The 
mission of the Ram's Horn was to advocate the Negro cause. But it is 
significant to note how the lack of free expression permitted in the 
white papers often stimulated a Negro publication. 
Apparently the proportion of national, international, and local 
news, equated with editorials, must have been very slight. It was only 
the anti-slavery agitation that made the press possible to Negroes in 
this period. 
A NEW ERA 
The founding of the North Star began a new era in the Negro Press. 
At Rochester, New York, on November 1, 1847, the new paper was conducted 
on a much higher plane than any of the preceding publications. The ed-
itor of the North Star was Frederick Douglas, a man who stood head and 
shoulders above his colleagues. In fact, Douglas was to Negro journalism 
what Bennett, or Pulitzer, or Greeley, or Franklin were to American 
journalism. The personal fame of the man gave his paper at once a place 
among the first journals of the country. The columns of the North Star 
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were filled with contributions from correspondents in Europe and the 
West Indies, as well as from all parts of the United States. It was the 
first Negro newspaper to have any considerable circulation among the 
32 American people outside of its own race group. 
Douglas' anti-slavery acquaintances tried to discourage his pub-
lishing a paper. He admitted the previous failures of Negro papers and 
his own lack of training, but he got the paper started through friends in 
33 England who presented him with funds for the equipment of a paper. 
Douglas' "determination to have freedom prompted his first declaration 
of independence"; 
I told them that perhaps the greatest hindrance to the adop-
tion of abolition principles by the people of the United States 
was the low estimate placed upon the Negro as a man; that be-
cause of his assumed natural inferiority, people reconciled them-
selves to his enslavement and oppression, as being inevitable if 
not desirable. The grand thing to be done, therefore, was to 
change this estimation by disproving his inferiority and demon-
strating his capacity for a more exalted civilization than slav-
ery and prejudice had assigned him. In my judgment, a tolerably 
well-conducted press in the hands of persons of the despised 
race would be calling out and making them acquainted with their 
own latent powers, by kindling their hope of a future, and de-
veloping their moral force, prove a most powerful .means of remov-
ing prejudice and awakening an interest in them.34 
Detweiler has this to say about Douglas' paper: 
The North Star was a large sheet, published weekly, at a cost 
of $480.00 per week, and an average circulation of 3,000 sub-
scribers. 'The change of name to Frederick Douglas Paper was made, 
he says, in order to 'distinguish it from the many papers with 
Stars in their titles.' It is difficult not to think that the 
change reflects also the increasing selling value of the name of 
the successful orator. 
Among the losses Douglas incurred was the burning of his house 
and the consequent destruction of twelve volumes of the paper. 
There were obstacles also to be met in the antagonism of the cit-
izens of Rochester. They read in the New York Herald the sugges-
tion that the editor should be exiled to Canada and his presses 
thrown into the lake-~a sentiment they eagerly absorbed for a 
while. But gradually this attitude was overcome. The greatest 
21 
obstacle was the constant shortage of funds. The 'non-voting 
abolitionists'--among wham are mentioned Gerrit Smith, Chief 
Justice Chase, Horace Mann, Joshua Giddings, Charles Sumner, 
and W. H. Seward--supported Douglas until he became a 'voting 
abolitionist.' They then gave up their practice of holding 
festivals and fairs to raise money. He kept his anti-slavery 
banner ateadily flying, however, until the emancipation of the 
slaves and the union of the states was assured.35 
Douglas pays tribute to a Mrs. Julia Griffiths for having increased his 
circulation, among other things. He said: 
She came to my relief when my paper had nearly absorbed all 
my means, and was heavily in debt, and when I had mortgaged my 
house in order to meet current expenses; and by her energetic 
and effective management, in a single year enabled me to extend 
the circulation of my paper from 2,000 to 4,000 copies, pay off 
the debts and lift the mortgage from my house.36 
It is unfortunate that there is no more information to reveal the per-
sonality of Mrs. Griffiths. What she did for Douglas was more than had 
been successfully done for all the preceding publications. 
A HALLMARK OF NEGRO CULTURE 
At this point, I believe it is fitting to indicate that this was 
the first substantial publication to garner some support among Whites. 
Without a doubt, the reason was the reputation and personality of the 
man, Frederick Douglas. Few Negro children mature without learning some-
where of the greatness of Frederick Douglas. But seldom is he identified 
as a journalist. Yet, like SamAdams, Isaiah Thomas, and Thomas Paine, 
during the revolution, he made his greatest contribution to the anti-
slavery issue through the printed word. 
Like Douglas, Negro leaders are always compelled to work on two 
fronts. They must continue to resist the barriers of oppression, which 
cause lagging standards, and at the same time they must work to improve 
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the standards themselves. There has to be rhythmic balance of alterna-
tion between healing the causes and removing the effects. Philosophi-
cally, this kind of responsibility is what I understand of Frederick 
Douglas' motivations in the "Fourth Estate." 
Papers that followed the Frederick Douglas Paper were the Impar-
tial Citizen, published at Syracuse, New York, in 1848 by Samuel Ward 
and, in 1851, Louis H. Putnam's publication of the Colored Man's Journal, 
backed by a friend. The paper was able to run for a period of ten years, 
a record unequalled by any paper during the period before the Emancipa-
tion, with the exception of the North Star. In 1852, in Cleveland, Ohio, 
W. H. Day founded the Alienated American, which lasted four years. 
We have seen throughout this period that all the papers were 
started because of race relations. Later, other reasons prompted the 
starting of papers. Outside of the fight for equality, labor and reli-
gion, and sometimes politics, gave rise to publications. With the church 
tied to the largest Negro groups, thus assuring a ready readership, and 
with the clergymen quite often the most learned individuals in a partie-
ular community, it was natural for newspapers to be attached to religious 
groups and for the ministers to be the editors. The beginning of the 
Christian Recorder in 1852 marks the founding of the oldest Negro news-
paper in existence today. It is also significant in that it marks the 
first serious attempt in Negro journalism to establish a religious news-
paper. The early years of the paper were beset with many difficulties, 
and often the paper was not issued regularly. Not until Elisha Weaver 
became editor in 1861 did it appear weekly. The size of the paper was 
increased from 5 columns, 16 pages, to 10 columns by 16 inches. 37 
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Detweiler said that it made its success not as propaganda but as 
a carrier of news and discussion in the group that subsidized it. 
No paper existed at that time among Negroes that could succeed 
as a paying proposition merely between publisher and individual 
reader. Both educational and economic advance had to come first; 
and when they did come the denominational organs, like the Christian 
Recorder, ~ere lifted first on the wave. The African Methodist 
Church founded in 1816 by Richard Allen, in two years had started 
a publishing department. But most of the members were in the slave 
states where they would not be allowed to go to school or to read 
books and papers. There was consequently little published besides 
a hymnal. In 1841 the New York Conference voted to'start a 
monthly magazine and· for lack of funds this had to become a quar-
terly. Negroes wanted to read papers even before they could af-
ford them, and the quarterly lived somehow. For seven years or 
more it kept bringing the Conference news to the church members. 
Then it changed to a weekly and in 1848 it became the Christian 
Herald, Mayor Delaney's Mystery having been purchased for the 
purpose.38 
One of the papers that followed the Recorder was the Mirror of the 
Times, edited by Judge Gibbs in the year 1855, which was the first paper 
on the Pacific Coast. It was published for a period of seven years and 
then changed to The Pacific Appeal in 1862. In 1855 the Herald of Free-
~ wa·s founded by Peter H. Clark, and again in New York on July 23, 
1859, Thomas Hamilton, once publisher of the short-lived People's Press, 
began the Anglo-African. Its motto was '~an must be free; if not through 
law, then above the law." There came into being on the West Coast a 
second paper called the Elevator, begun by Phillip Bell on April 18, 
1865. Its motto was '~e shall labor for the civil and political en-
franchisement of the colored people--not as a distinct and separate race, 
but as American citizens. 39 Also there was the Imperial Citizen, by 
Samuel Ward in 1848. 40 Reportedly, three magazines were published during 
the ante-bellum days: The National Reformer, 1833, published by William 
Whipper; the Mirror of Liberty, 1837, by David Ruggles; and the Anglo-
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African Magazine, by Thomas Hamilton. 
While Negro journalism has gained in scope, intensity, and effec-
tiveness as literacy has increased among Negroes, the influence of the 
early papers is not to be ignored. James Weldon Johnson says: 
It is astounding on glancing backward to see how well written 
and edited were the majority of these periodicals. They stated 
and pleaded their cause with a logic and eloquence which seldom 
fell below the highest level of the journalism of the period. 
And yet it is not, after all, astounding--there was the great 
cause, the auspicious time; and by some curiously propitious 
means there were, ~oo, the men able to measure up to the cause 
and the time. There were among the editors of these papers, 
especially in New York, men of ability and men of learning.42 
Four factors emerge in an analysis of the Negro Press during 
slavery. First, if they are to be considered as "Anti-Slavery" papers, 
then the purpose for which they were striving meant their inevitable 
nonexistence. They worked themselves out of existence. History is re-
plete with the dead bgnes of "Cause Institutions" which, once having 
achieved the cause, thus became extinct. This institution, the Negro 
Press, reflects the economic and social stratification of the Negro at 
that time. The Press owes its character largely to the system of slavery 
and the isolation of its members from their fellow Americans. Secondly, 
the system of slavery, which was a pathological phenomenon in American 
life, gave certain Negro institutions a vested interest in slavery. 
Such might have been the case of the Negro Press. 
One manifestation of group self-hatred is its willingness to 
take advantage of the discrimination inflicted on the minority 
group. Although desires for economic gain or political power 
are natural, when these desires conflict directly wfth the as-
pirations of the group as a whole, the phenomenon of group 
self-hatred becomes apparent. The caste status of some minor-
ity groups creates special opportunities for this kind of 
'taking advantage of the disadvantages.•43 
Thirdly, if their sole purpose was not Anti-Slavery but that of being 
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educational and entertaining and having Anti-Slavery as one of their 
forums of editorial protest, it is conceivable that some may have con-
tinued up to and beyond 1865. Only the church organ, the Christian Re-
corder, succeeded beyong 1865. Its success can be attributed to church 
financial support, denominational circulation, an educational facility 
in teaching Christianity as the Methodists interpret it. Seemingly, 
there might have been perpetual value in taking a much wider base for 
the purpose of their press than most of the Anti-Slavery Negro papers 
did. Fourthly, I suspect that if we strictly applied the newspaper def-
inition outlined in Emery and Smith's The Press and America, many of the 
mentioned publications would not be called newspapers. Instead they may 
well be called sheets. Without being able to find the termination dates 
of some of them, I believe they were either a one-time publication or a 
publication without a regular frequency of publishing. 
Perhaps it warrants sympathy when we consider all of the politico-
socio-economic factors that militated against getting out ev~n a one-page 
sheet, owned by Negroes for Negroes, during the ante-bellum days. 
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CHAPTER III 
UP FROM SLA. VERY 
Early Negro editors did not enjoy the freedom of expression in 
their southern papers that the first amendment guaranteed. In some 
states laws were available to coerce editors and in other states subtle 
but effective measures were used to stop the editors from publicizing 
the injustices accorded a minority. 
The real question that this chapter poses is what is the future 
of the Negro Press? Will it survive its present death rate and declining 
circulation? If the Negro Press dies, we will have lost an important 
segment of journalism. 
Historically Since the Emancipation Proclamation 
It seems ironical and yet symbolic of the new era that the first 
paper published during the war was the Colored Citizen of Cincinnati by 
the Rev. John P. Sampson. This publication was issued in the interest of 
black soldiers then fighting in the Civil War. It was the only Negro 
1 
war policy paper published and was known as the "Soldier's Organ." 
The African, 1865,editorialized for the educational interest of 
the freedmen in the South. In the edition of September 9, 1865 (Vol. V, 
No. 5) appeared the introductory part of the editorial entitled "The 
Southern Field and the Proper Agents." 
We notice an increasing solicitude among the whites, as to the 
influence likely to be exerted upon the freed brethren of those 
talented colored men who are now going South. This is quite 
natural. The whites are conscious of the fact that heretofore 
they have had the field all to themselves; that for patronage 
and prerequisites they have taught what and how they pleased .• 
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It is reasonable and proper that colored men should feel that 
it is their mission now to enter this field and edu~ate to ele-
vate their freed brethren. This field is naturally ours, and is 
the only one we ever had for usefulness before. Moreover, the 
race to be educated and elevated is ours; therefore we are 
deeply interested in the kind of education it receives.2 
I have quoted the preceding remarks for it is noteworthy that some 
of the journalism of the time was concerned with the education of the 
newly freed slaves. Without education they could not fully appreciate 
and carry out the responsibilities of freedom that democracy obliges its 
citizens to fulfill. The close of the war and the epoch of freedom of 
the Afro-American mark an entirely new phase in journalistic pursuit, as 
well as in all other interests. Slavery and the Southern way of life 
was a civilization gone with the wind and the war, but the resulting 
vacuum left the Negro confronted with problems of education and economic 
survival. Thus any discussion of the Afro-American press following the 
Civil War must of necessity deal with how successful the attempt was to 
help the freed slaves adjust to a new way of life. This was a time when 
the press could become the educator of the popular masses, for its func-
tion would necessarily change from that of a crusading defender of human 
rights, as its prewar history indicates, to that of a teacher of the 
masses by exempl,fying the course free men must follow in education and 
in elevation. 
With the responsibility of social adjustment confronting the 
slave, the Afro-Americans were not long in becoming editors and putting 
their well-mapped-out and carefully arranged ideas into print. Further-
more, it is normal to expect that throughout the years following the war 
the Negro Press would function first in the cities where some substantial 
Negro cultural and economic organization was possible. 
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The format and stated purposes of the first paper published in 
the South after the war appeared in the Anglo-African, Vol, 5, No. 6. 
The Colored American prospectus was as follows: 
The undersigned propose to establish in Georgia, in Atlanta, 
a weekly newspaper, to be entitled The Colored American. It is 
designed to be a vehicle for the diffusion of Religious, Politi-
cal, and General intelligence. It will be devoted to the promo-
tion of harmony and good-will between the whites and colored 
people of the South, and untiring in its advocacy of industry 
and education among all classes; but particularly the class·~,1JJ10st 
in need of our agency. It will steadfastly oppose all forms of 
vice that prey upon society, and give that counsel that tends to 
virtue, peace, prosperity, and happiness. 
Accepting at all times the decision of the public sentiment 
and legislative Assemblies, and bowing tg the majesty of law, it 
will fearlessly remonstrate against legal and constitutional pro-
scription by appeal to the public sense of justice. This paper 
will be conducted in a kind, conciliatory, and candid spirit, 
never countenancing that which serves to engender hostility. Its 
greatest aims shall be to keep before the minds of our race the 
duties and responsibilities of freedom; and to call attention to 
the wants and grievances of the colored people.3 
Note that the first publication after the Civil War was started in the 
South, ~hile all of the pre-Civil War publications were published in the 
North. But also note how carefully the paper will proceed in not break-
ing any laws in their advocacy. 
The Colored American was started in October 1865 by Rev. James 
Lynch and J. T. Shuften,of Augusta, Georgia. The terms were $4.00 per 
annum in advance. The paper was received with great favor by both white 
and black citizens, and was heartily endorsed by the people of Augusta 
for its good and timely counsel under the new order. It had no politics 
to advance at that time, for its advent was before the enfranchisement 
of the Afro-American or the ratification of the Fifteenth Amendment. It 
therefore had nothing to promote but the intellectual and moral advance-
ment of its readers. In 1866 the organ changed ownership because of 
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indebtedness to a new editor, Mr. J. E. Bryant, and appeared as the 
4 Loyal Georgian. 
Contemporaries of The ColorQd American were The Colored Tennes-
seean and The True Communicator (Baltimore, Maryland) which started pub-
lication in 1865 and 1866, respectively. The way was opened for other 
Negro publications in the South, and from 1866 on, Afro-American news-
papers were being founded in almost every state. Some died early, others 
survived for many years, and some dropped their original names and con-
S tinued to exist under new names. 
It is reported that these papers were started by the ablest men 
of the race at that time, that they were men whose loyalty to their 
people could.not be questioned and whose efforts for race development 
could not fail to win appreciation. 
I. Garland Penn, an editor of one of these publications and of 
others which were eager to help the freedmen, writes thusly: 
While the South did not accept defeat with any great magnanim-
ity of soul, and consequently was not interested in the Afro-
American's development--in fact, did not, as a whole, wish to 
see it, yet there were a few whose love of ptinciple and a desire 
to do what is right in the sight of Ged led them to receive 
properly the great result of the war, and at once unite with 
the Christian people of the North in helping the freedmen. 
Wherever an Afro-American was found with brain sufficient to 
establish a literary effort, he was aided by these people.6 
By 1880 there were thirty Negro publications in existence: 
Leader 
Christian Recorder 
Conservator 
Louisianian 
National Tribune 
Progressive American 
Virginia Star 
People's Advocate 
Co-Operator 
Western Sentinel 
Indianapolis, Ind~ 
Philadelphia, Pa. 
Chicago, Ill • 
New Orleans, La. 
St. Louis, Mo. 
New York, N. Y. 
Richmond, Va. 
Washington, D. c. 
Boston, Mass. 
Kansas City, Mo. 
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National Monitor 
Freeman 1 s Journal 
Advance 
People 1 s Journal 
Sp-ectator 
Journal of Industry 
Observer 
Concordia Eagle 
Colored Citizen 
Golden Enterprise 
Eastern Review 
Elevator 
Afro-American Presbyterian 
Independent Pilot 
African Expositor 
Star of Zion 
Educator and Reformer 
People 1 s Journal 
People 1 s Watchman 
The Argus 
Brooklyn, N.Y. 
St. Louis, Mo. 
Montgomery, Ala. 
Jackson, Miss. 
Galveston, Texas 
Raleigh, N. C. 
New Orleans, La. 
Vidalia, La. 
Topeka , Kan. 
Baltimore, Md. 
Providence, R. I. 
San Francisco, Calif. 
Wilmington, N. C. 
Concord, N. C. 
Raleigh, N. c. 
New Berne, N. C • 
Nashville, Tenn. 
New Orleans, La. 
Charleston, s. C. 
Washington, D. C.7 
While these publications were well respected for their journalistic ef-
forts to aid the basically illiterate slave, their circulation could not 
have been large because only a small percentage of the slaves could read. 
As they learned to read, so the audience that these papers could reach 
improved. 
'I 
The greatest stride made in the Afro-American journals was in the 
decade between 1880 and 1890: 
State 1880 1890 Q!.!n 
Texas 1 16 15 
Pennsylvania 1 10 9 
Virginia 1 10 9 
Tennessee 1 9 8 
Ohio 0 6 6 
Arkansas 0 7 7 
Louisiana 4 7 3 
Georgia . 0 10 10 
Illinois 1 6 5 
Missouri 3 6 3 
Kentucky 0 5 5 
Alabama 1 10 9 
District of Columbia 2 4 2 
New York 2 4 2 
South Carolina 1 4 3 
35 
State 1880 1890 ~ 
Indiana 1 2 1 
Maryland 1 5 4 
Mississippi 1 4 3 
Florida 0 3 3 
Colorado 0 2 2 
North Carolina 5 11 6 
California 2 3 1 
Kansas 1 2 1 
Michigan 0 1 1 
Minnesota 0 1 1 
West Virginia 0 2 2 
New Jersey 0 2 2 
Massachusetts 1 1 0 
Rhode Island 1 0 0 
-
Totals 31 154 123 8 
This period marks the beginning of the Afro-American press seeking 
to advance in the educational field. It begins with a time when the 
Negro Press is deeply interwoven into the fabric of the nation, and it 
is seen by Negroes and intelligent whites as an indispensable factor in 
the improvement of the freed slaves. It also marks an improvement in 
the literary skills of its readers and the importance of some organ stim-
ulating united action. Illiteracy decreased from 70 per cent in 1880 to 
57.1 per cent in 1890; from 44.5 per cent in 1900 to 30.4 per cent in 
1910. Meanwhile the lynching record reached its highest point in 1892. 9 
Also in 1892, John H. Murphy established the Baltimore Afro-
American, with emphasis in religious work~ This publication, with edi-
tions in Washington, Philadelphia, Richmond, and Newark, is still in 
existence today, with the Murphy family continuing to own and operate it. 
Murphy traveled over the country holding Sunday-school institutes and 
conventions, and his first journalistic venture'was the Sunday-School 
Helper. Baltimore was known as the graveyard of colored newspapers, but 
10 the~ was a substantial success. 
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The development of the New York Age, which died several years ago, 
bad a strange beginning, starting in 1879 with T. T. Fortune, who was 
born of slave parents. He essayed a journal of his own called the Rumor. 
This became the Globe, which was followed first by the Freeman and later 
11 by the New York Age. 
There are, surprisingly, records of many attempts to establish 
daily Negro papers, a feat accomplished with only moderate success by 
two contemporary Negro publishers. In 1882 the Cairo Gazette ran as a 
daily for six months until it was destroyed by fire. In 1887 the Colum-
bus Georgia gave birth to the Messap.ger, which was a weekly the first 
year, then semi-weekly, and finally a daily. The editor later accepted 
a position with the Railway Mail Service and publication was suspended. 
Although no suspension date can be found, the Baltimore Daily Herald and 
the Indianapolis Daily Standard, 1920 and 1922, respectively, evidently 
existed for at least two years, as indicated in an article in Crisis, 
March 1920} 
We have had many attempts to start daily papers for Negro 
readers, but none lasted longer than a few months and most of 
them have died in weeks. We feared this same result for the 
Herald. But a colored daily paper that has passed its second 
birthday, that misses no issues, has strong editorials, and 
publishes news, is an accomplishment which deserves unstinted 
praise. Our hats off to William T. Andrews, of Baltimore.l2 
America's interest in the Allies and her final entry into the 
European conflict have further impetus to the influence and growth of 
the Negro newspaper. At the close of World War I, there were 220 news-
papers and 230 religious, fraternal, college, and other miscellaneous 
. 13 periodicals, making a total of 450 periodicals. 
The combined result of Negro activities during the war was an in-
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crease in racial consciousness and a desire for self-assertion. No 
doubt the segregated Army that fought for one freedom for all Americans 
must have stimulated many Negro publications to editorialize on ending 
discrimination in the armed services 0 What a sad commentary on American 
history it is that we fought to preserve freedom with a segregated Army 
that at best only mirrored a segregated America. 
In spite of valid justification for denouncing America's segrega-
tionist policies, the Negro Press did support the war. Emmett J. Scott, 
Special Assistant to the Secretary of War in the matter of welfare and 
morale of colored people, wrote in his publication: 
An outstanding force that helped to win the war was the Negro 
Press of the country. Aside from the efficient work done by this 
element of power through the conference of editors at Washington 
o • o the press was an asset of incalculable value in pushing 
the war work among colored people by the regular publication of 
the information the Special Assistant caused to be sent out from 
the War Department week after week, beginning shortly after the 
assumption of his duties. Our editors were conservative on all 
current questions, at no sacrifice of courage and absolute frank-
ness in the upholding of principles,l4 
In 1945, at the close of Worla War II, there were 110 newspapers, 
45 religious, fraternal, college, and other miscellaneous newspapers, 
and 100 magazines and bulletins, making a total of 255 Negro publica-
tions. As of January 1948, there was a total of 169 newspapers, 56 col-
lege campus publications of all types, and over 100 religious, fraternal, 
general, and other papers, bulletins, and magazines, making a total of 
15 325 periodicals. 
The Negro Press reached its peak during and shortly after the war. 
What has happened since 1960 is still largely an unanswered question. 
To point out the problem, comparative circulation figures are shown below 
for the years 1947, 1950, and 1961. It is estimated that during World 
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War II four million Negroes read Negro papers weekly. 16 
TABLE I 17 THE NEGRO PRESS 
Publications Founded Circulat!on hi States 1947 1950 1961 Chanije 
Alabama 
1. Weekly Review 
Birmingham 1933 11,900 18,643 (s)* 
2. Baptist Leader 
Birmingham 3,500 2,112 -1,388 
3. Birmingham World 
Birmingham 1931 8,800 9,000 9,800 +1,000 
4. Tri-Cities Informer 
Gadsden 7,000 7,000 2,500 -4,500 
5. Gulf Informer 
Mobile 1943 10,000 10,000 (s) 
6. Mobile Weekly Advocate 
Mobile 1911 7,300 5,100 -2,200 
7. Birmingham Voice 
Birmingham 15,000 (s) 
8. Birmingham Mirror 
Birmingham 14,436 
9. Mobile Beacon 
Mobile 15,000 
10. Press Forum Weekly 
Mobile 1894 (s) 
11. Alabama Tribune 
Montgomery 1935 1,500 1,200 1,600 +100 
12. Alabama Citizen 
Tuscaloosa 1943 10,000 10,521 4,000 -6,000 
13. Anniston Mirror 
Anniston 2,140 
14. Huntsville Mirror 
Huntsville 3,160 
* Suspended. 
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by States Founded 1947 1950 1961 Change 
15. Selma Mirror 
Sheffield 1,500 
16. Tri-Cities Mirror 
Sheffield 2,245 
Arkansas 
17. Crusader Journal 
Hot Springs 3,200 (s) 
18. Arkansas Survey-Journal 
Little Rock 1934 12,500 12,550 2,550 -9,950 
19. Arkansas World 
Little Rock 1940 12,600 12,560 (s) 
20. State Press 
Little Rock 1941 12,700 12,748 (s) 
21. Negro Spokesman 
Pine Bluff 1938 10,000 7,500 1,500 -9,500 
(", 22. Southern Mediator Journal 
Little Rock 2,500 
23. Arkansas World 
West Memphis 16,000 
California 
24. California Eagle 
Los Angeles 1879 10,000 20,000 26,875 +16,875 
25. Criterion 
Los Angeles 1940 10,000 (s) 
26. Los Angeles Sentinel 
Los Angeles 1934 12,300 17,623 23,743 +10,443 
27. Los Angeles Tribune 
Los Angeles 1940 5,100 7,100 (s) 
28. Neighborhood News 
Los Angeles 1930 5,000 20,000 (s) 
29. New Age Dispatch 
Los Angeles 1904 10,000 (s) 
30. American News 
Los Angeles 13,281 (s) 
41 
~ Publications Founded Circulation b:I States 1947 1950 1961 Chal'lge 
31. Herald Dispatch 
Los Angeles 35,500 
32. California Voice 
Oakland 1919 10,500 10,500 12,500 +2,000 
33. The Herald 
Oakland 1943 5,000 10,000 (s) 
34. Tri-County Bulletin 
San Bernardino 1945 5,300 5,700 (s) 
35. Comet 
San Diego 1946 8,400 10,000 (s) 
36. San Francisco Reporter* 
San Francisco 8,000 16,284 5, 717 -10,567 
(abc) 
37. San Francisco Independent 
San Francisco 15,000 
38. Labor Herald 
San Francisco 57,940 (s) 
39. San Diego Lighthouse 
San Diego 3,000 
Colorado 
40. Colorado Statesman 
Denver 1890 4,000 (s) 
41. Denver Star 
Denver 1880 4,000 4,000 1,250 -2,750 
42. Colorado Observer 
Denver 5,000 
43. Western Ideal 
Pueblo 1911 1,200 (s) 
44. Denver Inquirer 
Denver 1,500 
District of Columbia 
45. Afro-American 
Washington 1933 34,800 19,727 40,673 +6,273 
*Merger of the~ and the Reporter--now called the Sun-Reporter. 
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Publications Founded Circulation bx States 1947 1950 1961 Chanae 
46. Washington Daily News 
Washington 7,000 (free) 
Florida 
47. Florida Tattler 
Jacksonville 1934 10,500 10,510 16,500 +6,500 
48. Progressive News 
Jacksonville 1938 7,100 3,200 3,000 -4,100 
49. Florida Star & News 
Jacksonville 15,374 
50. Florida Spur 
Lauderdale 1947 10,000 5,500 -4,500 
51. Florida Times 
Miami 1923 5,000 5,800 9,500 +4,500 
52. Miami Dispatch 
Miami 1929 1,500 6,500 (s) 
53. Miami Whip 
Miami 1943 2,500 2,500 
54. Colored Citizen 
Pensacola 1913 1,600 1,500 (s) 
55. Courier 
Pensacola 1935 4,000 4,000 (s) 
56. Florida Record-Dispatch 
Tallahassee 1947 4,000 2,000 (s) 
57. News Record 
Tallahassee 2,000 (s) 
58. Tribune 
Key West 2,000 
59. Marion County Citizen 
Ocala 1,200 
60. Brevard Times 
Cocoa 5,000 
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61. Florida Sentinel* 
Tampa 9,600 9,600 
62. Florida Bulletin* 
Tampa 1914 6,000 4,556 13,200 +2,644 
Georgia 
63. Albany Enterprise 
Albany 1937 2,200 1,200 3,200 +1,000 
6~. Albany Southwestern Georgia 
Albany 1947 2,000 2,000 2,900 +900 
E~. Atlanta Daily World 
Atlanta 1932 18,500 18,500 19,500 + 1,000 
Weekly 1928 11,500 12,000 22,600 +10,000 
66. Atlanta Inquirer 
Atlanta 6,000 
67. Augusta Review 
Augusta 1947 2,500 2,000 4,600 +2,100 
68. World 
Columbus 1940 2,600 (s) 
69. Rome Enterprise 
Rome 1904 2,100 2,000 (s) 
70. Savannah Herald 
Savannah 2,500 6,000 2,500 -3,500 
71. Savannah Tribune 
Savannah 1875 4,100 3,677 (s) 
Illinois 
72. Illinois Times 
Champaign 1939 1,000 1,000 
73. Chicago Defender (weekly) 
Chicago 1905 131,600 58,479 35,795 -95,795 
(abc) 
74. (daily)** 1956 21,194 
* Papers merged--now called the Sentinel-Bulletin. 
** The daily reached a peak in 1957 of 39,000 circulation, but has con-
tinued to drop since then in spite of large influx of southern Negro 
immigrants to Chicago weekly. 
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75. Chicago World 
Chicago 1918 35,000 (s) 
76 .• New Crusader 
Chicago 25,000 
77. Crusader 
East St. Louis 1943 11,000 6,500 -4,500 
78. Robbins Herald 
Robbins 1917 3,600 4,200 (s) 
79. Illinois Chronicle 
Springfield 1917 1,200 1,200 2,500 +700 
80. Illinois Conservator 
Springfield 1902 4,000 (s) 
81. Negro Voice 
Joliet 4,000 
82. Rockford Crusader 
Rockford 
r'l 
3,400 
Indiana 
83. American Standard 
Gary 1927 5,800 5,500 3,241 -1,559 
84. News 
Evansville 1943 3,500 3,500 (s) 
85. American Standard 
Evansville 1947 7,000 (s) 
86. Lake Count Observer 
Gary 1946 3,700 (s) 
87. Gary Comet 
Gary 3,241 (s) 
88. Indianapolis Recorder 
Indianapolis 1893 11,100 11,484 13,500 +2,400 
89. Indianapolis Voice 
Indianapolis 2,000 (s) 
90. Indiana Herald 
Indianapolis 1,500 
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.Mm. 
91. Iowa Bystander 
Des Moines 1894 1,800 9,600 +7,800 
92. Iowa Observer 
Des Moines 1936 5,500 (s) 
Kansas 
93. People's Elevator 
Kansas City 1892 10,000 (s) 
94. Plaindealer 
Kansas City 1899 3,500 15,000 +ll,500 
95. Wyandotte Echo 
Kansas City 1928 2,000 (s) 
96. Negro Star 
Wichita 1908 3,000 (s) 
97. Wichita Midwest News 
Wichita 5,050 (s) 
Kentuc!£I 
98. Kentucky Reporter 
Louisville 1900 7,000 (s) 
99. Louisville Defender 
Louisville 1933 17,000 16,987 4,371 -12,629 
(abc) 
100. Louisville Leader 
Louisville 1917 15,300 15,296 (s) 
101. Louisville News 
Louisville 1926 5,000 (s) 
E.ouisiana 
102. Informer and Sentinel 
New Orleans 1939 3,000 3,076 (s) 
103. Louisiana Weekly 
New Orleans 1925 15,700 13,164 19,075 +3,375 
104. Shreveport Sun 
Shreveport 1920 10,600 10,600 9,600 -1,000 
105. Bossier City Hurricane 
Bossier City 2,300 
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Mao; land 
106. Afro-American 
Baltimore 1892 80,000 67,609 36,066 -43,934 
(abc) 
Massachusetts 
107. Boston Chronicle 
Boston 1919 3,600 5,000 10,000 +6,400 
108. Boston Guardian 
Boston 1901 10;000 10,000 5,000 -5,000 
109. Boston Times 
Boston 1943 11,000 11,000 12,000 +2,000 
110. Boston Sun 
Boston 1961 6,000 
Michiyn 
111. Detroit Tribune 
Detroit 1922 30,600 23,000 28,619 -2,019 
112. Detroit World Echo 
Detroit 1938 20,000 (s) 
113. Michigan Chronicle 
Detroit 1936 26,500 24,722 31,943 +5,443 
114. Voice, Inkster 
Inkster 1.8,800 18,770 3,900 -14,900 
115. COllllllentator 
Pontiac 1947 3,500 1,500 (s) 
116. Saginaw Valley Gazette 
Saginaw 2,000 (s) 
117. Ecorse Telegram 
Ecorse 8,000 
118. Flint Bronze Reporter 
Flint 5,000 
119. Grand Rapids Times 
Grand Rapids 3,700 
Minnesota 
120. Minneapolis Spokesman 
Minneapolis 1~34 3,600 9,916 +6,316 
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121. Minneapolis Recorder 
St. Paul 1934 3,300 6,380 +3,080 
122. St. Paul Sun 
St. Paul 6,428 
123. St. Paul Recorder 
St. Paul 7,945 
Mississie:ei 
124. Delta Leader 
Greenville 1938 8,000 8,000 7,100 -900 
125. Jackson Advocate 
Jackson 1939 3,000 3,500 5,027 +2,027 
126. Mississippi Enterprise 
Jackson 3,050 
127. Gulfport World 
Gulfport 2,100 (s) 
128. Weekly Recorder 
Jackson 3,500 (s) 
129. Mound Bayou Digest 
Mound Bayou 3,500 (s) 
Missouri 
130. Missouri World 
Caruthersville 5,000 (s) 
131. Kansas City Call 
Kansas City 1919 41,400 40,189 20,722 -20,467 
(abc) 
132. St. Louis American 
St. Louis 1927 14,500 18,757 7,000 -6,500 
(free) 
133. St. Louis Argus 
St. Louis 1912 20,600 25,000 10,875 -9,735 
(abc) 
134. St. Louis Mirror 
St. Louis 2,000 
(free) 
135. Chronicle 
St. LouiS 5,100 (s) 
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Nebraska 
136. Omaha Guide 
Omaha 1927 2,000 9,000 14,000 +12,000 
137. Omaha Star 
Omaha 1938 30,000 25,575 -5,425 
New Jersei 
138. New Jersey Afro-American 
Newark 1940 20,800 6,852 -13,948 
(abc) 
139. New Jersey Herald 
Newark 1927 19,900 30,000 +10,000 
140. New Jersey Record 
Newark 1934 20,000 (s) 
New York 
141. :Buffalo Criterion 
Buffalo 1925 2,500 11,250 +8,750 
142. Buffalo Star 
Buffalo 1932 12,600 12,575 11,750 -850 
143. Amsterdam News 
New York 1909 105,300 37,320 54,587 -50,713 
(abc) 
144. New York Age 
New York 1885 29,300 28,900 (s) 
145. People's Voice 
New York 1942 16,800 (s) 
146. New York Citizen-call 
New York 1959 15,000 (s) 
147. New York Courier 
New York 16,876 
148. New York Recorder 
Brooklyn 17,750 
149. Rochester Star 
Rochester 1947 2,800 (s) 
150. Voice of New York State 
Rochester 1934 12,600 2,100 (s) 
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151. Progressive Herald 
Syracuse 1933 5,100 4,500 9,300 +4,200 
152. Westchester County Press 
Hastings-on-Hudson 10,000 
North Carolina 
153. Southern News 
Asheville 1936 2,700 2,700 2,000 -700 
154. Eagle 
Charlotte 1947 15,000 (s) 
155. Post 
Charlotte 1920 3,000 10,540 +8,540 
156. Carolina Times 
Durham 1919 9,500 5,000 22,200 +12,700 
157. Carolinian 
Fayetteville 5,000 (s) 
158, Mountain News 
Henderson 1939 10,000 (s) 
159. People's Chronicle 
Kingston 1947 10,000 (s) 
160. Carolinian 
Raleigh 1920 15,000 6,200 15,014 +14 
161. Journal 
Wilmington 1945 5,000 10,000 11,000 +6,000 
162. People's Spokesman 
Winston-Salem 1945 5,000 2,000 2,000 -3,000 
163. Crusader 
Monroe 2,000 (s) 
Ohio 
164. Independent 
Cincinnati 1939 6,000 12,000 (s) 
165. Union 
Cincinnati 1907 3,000 (s) 
166. The Herald 
Cincinnati 4,600 
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167. Cleveland Call and Post 
Cleveland 1921 23,400 25,497 20,538 -4,859 
(abc) 
168. Cleveland Guide 
Cleveland 1931 4,500 4,700 +200 
169. Cleveland Herald 
Cleveland 1931 23,000 (s) 
170. Cleveland Courier 
Cleveland 4,558 
171. Ohio State News 
Columbus 1935 15,800 7,065 (s) 
172. Ohio Sentinel 
Columbus 3,332 
173. Forum 
Dayton 1913 3,500 (s) 
174. Ohio Daily Express 
Dayton 1943 2,500 (s) 
175. Butler County American 
Hamilton 1939 10,000 4,600 -5,400 
176. Toledo Script Newspaper 
Toledo 1943 5,200 (s) 
177. Buckeye Review 
Youngstown 1938 1,800 7,150 +5,350 
178. Bronze Raven 
Toledo 9,800 
179. Springfield Post 
Springfield 7,000 (s) 
Oklahoma 
180. (ilk lahoma Independent 
Muskogee 1932 4,000 4,000 2,100 -1,900 
181. Black Dispatch 
Oklahoma City 1914 17,000 23,888 16,500 -500 
182. Okmulgee Observer 
"" 
Okmulgee 1927 1,800 1,600 1,800 
" 
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183. Appeal 
Tulsa 1938 4,900 2,500 (s) 
184. Oklahoma Eagle 
Tulsa 1920 5,100 5,120 12,000 +6,900 
Penns:tlvania 
185. Crusader 
Chester 1945 2,500 (s) 
186. Afro-American 
Philadelphia 1934 26' 100 18,732 8, 725 -17,374 
(abc) 
187. Independent 
Philadelphia 1931 23,800 23,474 21,540 -2,260 
(abc) 
188. Tribune I 
Philadelphia 1884 18,500 18,479 39,781 +21,281 
(abc) 
189. Pittsburgh Courier 
Pittsburgh 1910 277 '900 296,674 129,358 -167,316 
(abc) 
~ 190. Triangle Advocate 
Vernon 2,000 
Rhode Island 
191. Providence Chronicle 
Providence 1940 1,600 1,848 (s) 
South Carolina 
192. Lighthouse and Informer 
Columbia 1938 5,500 5,716 (s) 
193. Palmetto Leader 
Columbia 1925 6,700 5,750 (s) 
194. South Carolina Observer 
Columbia 2,950 
195. Camden Chronicle 
Camden 3,500 
196. Charleston Herald 
Charleston 6,200 (s) 
197. Anderson Herald 
Anderson 5,025 
~ 
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198. Carolina Sun 
Kingstree 1,000 
Tennessee 
199. Chattanooga Citizen 
Chattanooga 1947 10,000 (s) 
200. Chattanooga Citizen 
Chattanooga 1933 3,800 4,200 +400 
201. East Tennessee News 
Knoxville 1906 6,000 (s) 
202. Flashlight Herald 
Knoxville 1931 15,000 10,400 7,000 -8,000 
203. Monitor 
Knoxville 1944 5,000 (s) 
204. Memphis World 
Memphis 1931 30,000 20,000 8,000 -22,000 
205. Tri-State Defender 
Memphis 7,681 
206. Independent Call 
Knoxville 2,500 
207. Globe and Independent 
Nashville 1906 18,000 18,000 (s) 
208. Murfreesboro News 
Murfreesboro 3,000 
Texas 
209. Industrial Era 
Beaumont 1903 3,000 (s) 
210. Dallas Express 
Dallas 1892 12,100 ll ,633 4,757 -7,343 
(abc) 
211. Star Post 
Dallas 4,624 
(abc) 
212. Fort Worth Mind 
Fort Worth 1931 4,000 12,500 +8,500 
213. Fort Worth Defender 
Fort Worth 1943 5,000 4,500 -500 
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214. Houston Defender 
Houston 1930 4,500 (s) 
215. Houston Informer & Freeman 
Houston 1893 30,700 24,148 8, 719 -21,981 
(abc) 
216. Negro Labor News 
Houston 1931 10,000 (s) 
217. San Antonio Informer 
San Antonio 1893 1,700 (s) 
218. San Antonio Register 
San Antonio 1931 9,700 9,637 10,000 +300 
219. Forward Times 
Houston 12,000 
220. Waco Messenger 
Waco 1932 4,000 3,500 -500 
221. Kendleton Messenger 
Kendleton 2,100 
Vitginia 
222. J:ournal and Guide 
Norfolk 1899 62,900 63,028 37,786 -25,114 
(abc) 
223. Richmond Afro-American 
Richmond 1939 13,300 10,994 17,318 +4,018 
(abc) 
224. Tribune 
Roanoke 15,000 15,500 +500 
225. Clulrlottesville Tribune 
Charlottesville 3,130 
226. Independent Times 
Suffolk 2,100 
H:ashington 
227. Northwest Enterprise 
Seattle 1918 8,200 8,200 (s) 
228. Puget Sound Observer 
Seattle 2,400 
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Wisconsin 
229. Globe 
Milwaukee 1945 15,500 3,000 (s) 
230. Wisconsin Enterprise Blade 
Milwaukee 1916 50,000 4,000 -46,000 
231. Milwaukee Defender 
Milwaukee 1,500 
Totals 2,235,160 1,653,423 1,566,660 -668,500 
The sharpest decrease in circulation }s indicated during the perio 
from 1947 to 1950. This period indicates a decline of 581,737 papers in 
.. 
circulation and a drop from 161 publications in 1947 to 113 in 1950. 
Some 48 papers terminated publication during this period. The 1961 tab-
ulations show a circulation decrease of 86,763 papers. But there was a 
total circulation decrease of 668,500 papers during the over-all 14-year 
period. In 1961 some new publications started in the field; thus the 
number of papers grew from 113 in 1950 to 145 in 1961, an increase of 32 
publications. What this means in effect is that today the Negro Press 
has a death rate in publication existence and a death rate in circula-
tion. Compared with the 1950 figures, there are more papers in 1961 but 
with less circulation. But compared with the 1947 figures, there are 
less publications also with less total circulation. The circulation data 
for the decade from 1950 to 1961 would indicate a leveling off effect in 
circulation, since the decrease was only 6.7 per cent (86,763) as com-
pared with the circulation decrease during the 3-year period from 1947 to 
1950 (581,737). 
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The above statistics have two limitations. First, with only rare 
exceptions, most of the circulation figures are those presented by the 
publishers themselves, not those that have been audited by the ABC. Pub-
lishers are known to overestimate their circulation figures to look bet-
ter to advertisers. Second, the 1961 listings of papers are larger be-
cause a better exploratory study was done than the two previous sources 
for the 1950 and 1947 figures. Thus many new papers have circulation 
figures indicated in the 1961 column, but were not listed in 1947 or 1950. 
Of those figures that are ABC audited, 86 per cent have declined 
in circulation since 1947, while only 12 per cent have increased. The 
two that show a genuine increase are the Philadelphia Tribune, with an 
increase of 21,281, and the Richmond Afro-American, with an increase of 
4,018 over a 14-year period. 
Of the 230 weekly papers that existed between 1947 and 1961, 86 
suspended publication (36.9 per cent). This figure should be added to 
the study of nonmetropolitan weeklies made by Dr. Wilbur Peterson in the 
Journalism Quarterly. He fo9Ud that 788 weeklies terminated publication 
. 18 
since 1950. The total weekly death rate would represent 874 or 62.428 
per year over a 14-year period if the Negro weeklies were included. For 
Negro weeklies specifically, it would mean that an average of 6.14 papers 
have died each year since 1947. On the other hand, during this same 
period 50 _papers were started, none with large circulations and all 
weeklies except one daily. 
In an effort to understand further the problems of editors in 
their fight for circulation and in turn for survival, a questionnaire 
was mailed to 190 Negro editors. From 45 responses I learned that 25 had 
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suspended publication, while another 20 had a n~er of complex problems. 
The questionaaire may be found in the Appendix. Of those replying, 
70 per cent indicated that circulation had increased, 20 per cent said 
circulation had decreased, and 10 per cent indicated that it had stayed 
the same. Eighty-two per cent indicated that advertising had increased, 
6 per cent said it had decreased, and 12 per cent reported that it had 
stayed the same. In response to the question of whether they conducted 
a Home Show, 80 per cent said they did not, while 20 per cent do conduct 
Home Shows. The Home Show information is important because it is usu-
ally the biggest single promotion done by any Negro weekly in the fiscal 
year, and advertisers are more favorably inclined to participate in a 
program that brings them face to face with the Negro consumer than to buy 
straight advertising linage in the paper. It is noteworthy that the 
papers conducting Home Shows are also the leaders in the field as well 
as the oldest. 
An analysis was done of gross advertising revenue per annum. The 
mean score of the amounts reported was $200,000 a year. Three reported 
gross advertising revenue per annum of $50,000 or less; three reported 
$75,000; two reported $100,000; one each reported $175,000, $200,000, 
$225,000, $250,000, $275,000, $600,000, and $700,000. There was a large 
standard deviation in the spread between the amounts, since the lowest 
amount was $8,500 and the highest was $700,000. Furthermore, 94 per cent 
said that national advertising was low, and 56 per cent indicated that 
local advertising was low. 
There was 100 per cent agreement that trained Negro journalists 
' 
are hard to find. One of the problems that analysts of the Negro Press 
have feared of late is that the daily press covers Negro news before the 
Negro weekly carries it. Although the Negro Press is largely supple-
mental, late news seldom makes a significant impact on the reader. This 
hypothesis was confirmed when 82 per cent of the editors indicated that 
Negro news is first carried in the daily press. And all of the editors 
who indicated a circulation decrease (20 per cent) supported the "late 
news" thesis. 
In several instances, local advertising had decreased in southern 
Negro papers because of the editorial stand the paper had taken favoring 
integration. One editor remarked that the White Citizen's Council's 
threats drastically reduced national advertisements. On the other hand, 
adv.ertising increases were accredited to a new awareness of the Negro 
market. Sit-ins, Freedom Riders, demonstrations, and boycotts·have pre-
cipitated this new awareness. One of the papers that has shown an in-
crease in circulation and advertising is the Philadelphia Tribune, which 
took a strong leadership position in the campaign by local ministers for 
better job opportunities for Negroes. The result was increased circula-
tion by the masses because of the paper's crusade and advertisers using 
this medium to favorably influence the Negro market. 
The problem of personnel is so acute that one editor reported he 
had the equipment to go daily, but could not find competent personnel in 
advertising and reporting. Another said that properly trained personnel 
with aptitude that would become available to their firm would largely 
19 
erase their problems. Negro papers employ an average of 20.1 persons. 
A San Francisco editor said that a newspaper cannot expect the 
business of a city to support it until the population which it serves ac-
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cepts the publication as a community leader. Both of these concepts 
require time to develop. 
An honest and sober comment on the functions of the Negro Press 
came from a Columbus, Ohio editor in response to my questionnaire: 
I feel that Negro newspapers, in the light of the fight for 
integration, must prepare itself for the future by improving 
its news content--the inside story and better play on community 
coverage which the dailies will not be so apt to carry. With 
television and radio also cutting in on Negro news, this type 
of program is a must. But the Negro press has the advantage 
by being closer to the picture, thereby giving it an unlimited 
source for contacts and material. Further, there is a definite 
need for a rotogravure with integrated material on the positive· 
side. 
Cliff McKay, managing editor of the Afro-American papers, said, 
"The Negro Press can be and will be improved by making its coverage more 
rounded and general to encompass all of the major news events, not merely 
20 those affecting colored readers." 
Another writer, Charles Hillen, commented on the weakness of the 
Negro Press: 
its primary appeal is to our group of Americans, whereas 
every American should be interested in and acquainted with the 
violation of Civil Rights, the injustices, etc. of other American 
citizens. A continuous and mo~e energetic program of education 
and information now being carried on in a limited manner will 
serve to acquaint all peoples of these inequalities. This, in 
turn, will create interest and concern about minorities, thereby 
increasing appeal and readership among all Americans. This will 
make the program of the Negro Press more effective.21 
One of the better writers concerning the problems facing Negro 
editors is Lemuel Graves, Washington correspondent of the Pittsburgh 
Courier, whose scholarly comments follow: 
Its strength and weakness are both the same thing, i.e. its 
apparent violent preoccupation with crime, scandal and tragedy. 
In the absence of group subsidization • . . available in the 
cases of other minority journals--the Negro Press has had to be 
self-sufficient financially or it would fail as a business. The 
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dimes which have been paid for its papers by those interested 
in the more sordid reading have financed the reading which is 
inspiring and the material which effectively serves the cause 
of group progress. To be strong, it has had to be, by force 
of circumstances, weak in this respect .•.. This weakness has 
been overdone in many cases. In my opinion, the press generally 
would be improved by reorienting its thinking to the condition 
of greater enlightenment which it has, in fact, created, to a 
large extent; placing a greater premium on careful editing; in-
troducing more integrity into its reporting; reducing the em-
phasis on sensationalism; and gradually leading its readership 
into less sordid reading habits. In addition, it could make 
some progress in its general printing process and in its make-up. 
While more honest reporting and column-writing will be difficult, 
owing to the peculiar nature of militant responsibility, it can 
be and, I am glad to say, is being achieved on a broad scale.22 
Dr. E. Franklin Frazier, an eminent sociologist at Howard Univer-
sity who has dedicated his life to the study of Negro problems and insti-
tutions in America, had this to say about the Negro Press: 
The Negro press • . . is the chief medi~ of communication 
which creates and perpetuates the world of make-believe for the 
black bourgeoisie. Although the Negro Press declares itself to 
be the spokesman for the Negro group as a whole, it represents 
essentially the interests and outlook of the black bourgeoisies. 
Its demand for equality for the Negro in American life is con-
cerned primarily with opportunities which will benefit the black 
bourgeoisie economically and enhance the social status of the 
Negro. The Negro Press reveals the inferiority complex of the 
black bourgeoisie and provides a documentation of the attempts 
of this class to seek compensations for its hurt self-esteem 
and exclusion from American life. Its exaggerations concerning 
the.economic well-being and cultural achievements of Negroes, 
its emphasis upon Negro society all tend to create a world of 
make-believe into which the black bourgeoisie can escape from 
its inferiority and inconsequence in American society.23 
''OPEN END" 
One of the most provocative programs to originate in recent years 
on the Negro Press was produced by David Susskind's "Open End," under 
the title, ''Meet the Negro Press." Some of the top Negro newsmen were 
to take a long, hard look at the strengths and weaknesses of the Negro 
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Press. Panel members were Ted Poston, New York Post; James Hicks, ~ 
York Amsterdam News; E. Franklin Frazier, professor of sociology at 
Howard University; Simeon Booker, senior Washington correspondent for 
the Johnson Publishing Company and senior Negro member of the White House 
Press Corps; Lin Hollaway, city editor of the Norfolk Journal and Guide; 
and Art Peters, feature writer for Ebony, ~, and Philadelphia Tribune. 
The discussion started with a question concerning the amount of 
fair coverage being given in the daily press to Negro affairs. Ted 
Poston, a twenty-five-year veteran reporter with the Post, said that bet-
ter coverage was being given and this posed more problems for the Negro 
Press. Lin Hollaway said there is definitely insufficient coverage of 
Negroes by the daily press. Simeon Booker commented that there were less 
than 50 Negroes employed by the daily press. None was employed by the 
wire services. He went on to say that the white press emphasizes Negro 
crime in its coverage, resulting in a negative stereotype of the Negro. 
Because of the Negro Press, there is equal coverage in the Negro's civic 
and cultural life, he continued. Booker also felt 11that the daily press 
never believes the Negro is born, educated, dies, or marries." 
The question of fair coverage raised two immediate criticisms of 
the daily press which, in turn, give reasons for the existence of the 
Negro Press. First is the lack of Negro journalists being employed by 
the daily press, and second is the lack of equal coverage of all phases 
of Negro life in the daily press. 
Art Peters believed that as a consequence of unequal treatment of 
the Negro by the daily press, the Negro Press is the only one crusading 
for Negro rights. He continued by pointingout that while sensational 
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coverage of the Negro is inevitable, there is no need to identify the 
Negro by his race in a crime story after the arrest has been made. 
Poston indicated that the Negro Press exists because of the 
Negro's inferior status in the country, and that whe~ equality exists 
there will be no need fot the Negro Press. Dr. Frazier elaborated on 
this point by saying that the Negro Press is a cultural institution and 
a means by which the Negro can identify with the larger mass culture. 
Like the foreign language press, the Negro Press has a common heritage 
and perpetuates certain things, according to Frazier. 
David Susskind posed another question: '~y were so many of the 
Negro papers sensational and irresponsible and not like the New York 
Times?" Hollaway said they were trying to give the readers a lot of what 
they wanted and a little of what the editor wanted them to have. Frazier 
commented that most Negroes are peasants and do not want a nTimes-like" 
paper. Hicks disagreed, saying that the Negro was not a peasant, but "no 
white person could advise him on how to be a Negro and no New York Times 
could tell him how to reach the Negro." 
' Poston remarked that the Negro Press must not only mirror the 
Negro community, but try to uplift it. 
It was discovered that the Negro Press offers no incentives to 
young Negro journalists; that its plight might be the same, as desegre-
gation declines, as the dead foreign language press; that if it changed 
from "crusading" to "informing," its circulation and advertising might 
increase; and that the press slept during the ground swell of the student 
sit-ins. 
In my estimation, little was accomplished in the program other 
than a rephrasing of some well-known problems. The program could have 
illustrated these problems to listeners unaware of the purposes for which 
the Negro Press exist; today. But because there is confusion as to its 
purposes, no two editors can agree as to what their present function is 
and where their future responsibility lies. 
Whatever the weaknesses and strengths of the Negro Press, the 
press, like the Negro, has become the scapegoat of all of America's ills. 
The comments made on the Susskind program might be summed up by 
the following interpretation: The Negro Press is a journa1istic mass of 
mediocrity, with little intellectual content. 
This conclusion is far from the truth, although one would have 
that impression if his only exposure to the Negro Press were the "Open 
End" program. It is not enough for Negro editors to excuse their short-
comings of yellow jour~lism and sloppy reporting by saying they in-
herited them from the White Press. The Negro Press accordingly had the 
same chance to inherit the good elements of the White Press as well as 
the bad. Why, then, cater to the lower segments of society by giving 
them back the garbage they produce, thus not only reinforcing these con-
ditions to remain stagnant, but projecting a decayed stereotype of the 
Negro to the world through a press that is supposed to fight for Negro 
causes? I feel that the Negro Press is as much responsible for the 
"Black Stereotype" of Negroes held by whites as the White Press is when 
they print only Negro crime. Of late, some daily papers have been giving 
fair coverage to the racial incidents of the South. But there is more 
emphasis and space given to "racial strife" than to "racial harmony." 
Furthermore, the daily press always writes an integration story from the 
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angle of nwhite tolerance" rather than "Negro inSistence." They are more 
concerned with what southern pressures will come to some federal judge if 
he rules favorably for integration than with all of the suffering that 
Negroes face daily if the segregated system continues. The public in-
dignation a public official might engender will never equal the hundreds 
of years of slavery· and segr~gation that have killed the freedom of 
thousands. And no public official would grant any measure of civil 
rights without political or economic pressure from Negroes. Lincoln did 
not even free the slaves for the sake of morality but for the sake of 
saving the Union. He once wrote that if he could save the Union without 
,freeing the slaves he would do so. Hence, the daily press ought to be 
carrying stories of Negro achievement in making democracy more meaningful 
for the oppressed rather than playing up "White Tolerance for Integra-
tion" and playing down "Negro Insistence on Desegregation. 11 And until 
the daily press acts accordingly, the Negro Press will be ever needed. 
I only hope they serve their purpose more astutely in the years to came. 
A CRITICAL ANALYSIS OF THE CHICAGO DEFENDER 
The Chicago Defender will be critically analyzed in the following 
pages. It epitomizes the circulation decline that has tragically hurt 
the Negro Press. In 1947 the weekly edition of the Defender was selling 
131,600 copies. By 1950 only 58,479 copies were being sold, and by 1961 
the Defender's weekly circulation had dropped to 35,795, an ~ver-all de-
crease of 95,795. In 1956, to offset this constant decline in a market 
that has continued to multiply its Negro population from southern mi-
grants, the Defender started a daily edition. In two years it reached 
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its peak circulation of 39,000, but has since been falling. The daily 
circulation is only 2l,l94, ABC, 1961. 
I have learned that in the 1920's southern Negroes did not trust 
the loyalty of their southern press as much as they did northern papers 
like the Defender. The following is but one of the many samples of let-
ters received daily by the Defender which, in electrifying the assets of 
Chicago to the southern Negro, has contributed immeasurably to the large 
racial influx to that city from behind the "Cotton Curtain." 
I have read the Defender and I have put my mind on it and I 
would like to know more about it. If you please send me a let-
ter about Chicago I would appreciate it. I will thank you ever 
so much. We have so many members of the race who want to come 
to Chicago and live up t'here. All they are waiting on is a 
chance and that is all. They will say fair well to this old 
cruel world down here and start coming that way. 
I remain yours, (Georgia). 24 
At one time, the Defender was one of the big four in the Negro 
Press's dynasty of publications. Now, while its reputation is still 
vividly admired in press circles and its market position envied, it is 
no longer the power it was once. 
Material has been evaluated from reading the Defender regularly 
during the past three months. 
The story of the Chicago Defender, at the time of its birth in 
1905, symbolizes the aspirations and enterprise of the race. Robert S. 
Abbott, proprietor and editor, was born in Savannah and educated at 
Hampton Institute. He also received a Bachelor of Laws degree. The 
first issues of the Defender were handbill size. Abbott's entire bank-
roll was a 25-cent piece, and the manner in which he sta~ted this paper 
still remains a mystery. In 1910 Abbott hired J. Hickley Smiley, whose 
ideas included the use of headlines, for which the Defender has since 
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been remarkable. At first, other race papers scorned this.method of pro-
motio~ but, like the larger white daily press, they soon followed suit. 
In due course, various departments were introduced, as drama, sports, 
and special features. Like all papers, it ,is supposed to be a unique 
combination of business enterprise and social institution. 
The tmportance of the Chicago Defender has long been recognized as 
more than commercial. A newspaper, like other commodities, is manufac-
tured, bought·, and sold. But its traffic is in something more important 
than any other merchandise. It is a traffic in words, and through words, 
in ideas. Ideas are of greater importance to mankind--literally more 
potent for life and death--than the clothes we wear, the food we eat, 
the houses we live in. Ideas are behind every material improvement in 
human conditions, from the discovery of the use of fire to the cheapness 
of the modern automobile. 
The social responsibility of the press to the public cannot be 
exaggerated. As the chief source of our immediate information about all 
that goes on in the world beyond our direct observation, the press is 
rightly held accountable to society for a high standard of truthfulness 
and reliability. 
Its responsibility, in reality, goes even further. In the 
eighteenth century it was said, "If a man were permitted to make all the 
ballads, he need not care who should make the laws of a nation." Today 
it might more accurately be said, "If a man were permitted to control the 
news, he need not care who makes the laws." Fortunately, no man or group 
of men, all holding the same set of opinions, has that power. Yet it is 
true that the newspaper not only presents a record of events, but that 
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the news thus published constitutes an implicit comment or criticism of 
contemporary society. 
The Defender believes local news has greater reader interest than 
state, national, or world news. This interest is attributed to the human 
desire to read about people, places, and problems with which we are fa-
miliar and about the things that affect us directly. Perhaps this ex-
plains, in part, why the average citizen is more concerned with the oper-
ations of local government than with those of the ~tate, national, and 
world governments. 
The Defender seldom prints more than two stories per issue about 
the workings and procedures derived from the City Council's action. When 
asked why they did not print more Council stories, they replied that 
their interest was in the Negro and what affected him, meaning in effect 
that little news developing from the Council's affairs are related to the 
Negro. This I find ill-founded and most certainly short-sighted. 
Of necessity, anything that passes through the Council, regardless 
of content, affects the citizens of Chicago. The Negro is a citizen of 
Chicago and is basically interested in all matters that affect citizens, 
such as taxes, urban.renewal, and the like. In truthJ what the' Chicago 
Defender is saying is that unless there is an element of racial strife or 
progress involved, then the news is worthless to them. If ever the toll-
ing bells of democracy will ring loudly, boldly, and clearly for first-
class citizenship~ it is when the Negro assimilates himself into the 
mechanics of an operative society, with its many baffling ramifications, 
government, civic, and domestic. 
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The Chicago Defender should completely cover the Council. This 
demands coverage of councilman activities, of stories before, during, 
after, and between Council meetings. The City Hall reporter of the 
Defender should obtain stories by attending all meetings, hearing~, and 
caucuses, and through personal interviews, telephone calls, news tips, 
and research should develop stories about all the activities, so that the 
job of disseminating the news to the Negro becomes one of enlightenment, 
even working often as an educational forum. 
Outside of the Mayor's office, the Defender reporter seldom checks 
other important news sources such as the Council clerk and committee 
chairmen. In addition to the above-mentioned, there are officers, pro-
test leaders, and general Council members. 
I think the Defender should develop a policy, like most papers, of 
publishing procedure on all Council activities. These stories give the 
time and place, list the business to be discussed, explain the issues in-
volved, describe bills to be introduced, and sometimes predict the prob-
able outcome on important legislative mandates. 
Even in the realm of reporting the affairs of municipal depart-
ments, the Defender is weak and without sufficient coverage. In general, 
the answer to their laxity in this area is that seldom, unless some racia 
issue arises, does much happen that would concern them. 
Without undue oversimpliiication of the necessity of printing all 
news, the Chicago Defender is thinking in terms of isolationism which, 
in this dynamic age we are living in, is slowly passing away to a new 
order of equality. And this challenge d~ctates, from pure logic, that 
the Negro must be ready. The Chicago pefender is doing little in this 
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area to fully inform its reading public. No one reporter is specifically 
assigned to cover this beat, but the City Hall reporter must combine this 
with a number of other assignments. 
Among the multitude of agencies connected with municipal 4epart-
ments are Public Health, Public Safety, Public Works, Public Welfare, 
Public Parks and Recreation, Public Utilities, Public Planning and Zon-
ing, and Public Education. 
The Defender gives fair coverage to the county government, little 
to the state, and comparatively none to the federal government. However, 
they do make a special effort to watch the course of racial politics and 
elections. They believe themselves to be an independent paper, but there 
is substantial evidence to justify calling them a "Democratic" paper. 
In the last ten years they have supported the Democratic Party, nation-
ally and locally. Little praise is given the Republican Party, even at 
the time of the Little Rock incident when President Eisenhower sent 
troops to restore order. Negro political leaders get justifiable linage, 
probably because of the lack of public~y they receive in the White Press. 
Extreme emphasis is placed on crime stories, especially those in-
volving Negroes. On an average, of all the papers studied from August 
through October, 1961, there are ten crime stories to each paper, some 
papers ranging as low as six and as high as eighteen crime stories in a 
single issue. The courts are covered well. Almost too well. They are 
in search of sensational news stories that will sell. Although the man-
agement of the Defender denies attempts to sensationalize their paper, 
there is much evidence to warrant calling this paper sensational. It is 
the paper's policy to print Negro arrests, regardless of who the indi-
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viduals are, their charges or ages. In only a few cases was there 
omission of juveniles' names and ages. 
Besides the play-up of crime news and Negro progress stories, 
there is.much space devoted to the social side of Negro life, ranging 
from minor club functions to wild, Jabulous parties and dances. From 
first glance at the inner pages of the Defender, one would believe that 
it is just a social sheet. Perhaps this is not entirely true. The daily 
press never carries Negro society news, which warrants an overplay in the 
Negro Press. Club news is written by the club reporter from mailed-in 
news. Usually all clubs that submit news will be sure of receiving 
space. The Society editor and her staff handle this function. Addi-
tionally, they cover all large affairs, catering to certain upper-class 
organizations. Occasionally a club will pay the paper to print pictures 
and run stories of their affairs. 
The whole duty of the newspaper to the public is contained in the 
two words, 11Unbiased News." That newspaper is discredited which either 
by intent or by unjustifiable negligence publishes falsehoods, or pub-
lishes material, or refuses to publish anything, under the guise of re-
liable facts, whether the news be in furtherance of private interests or 
in support of a cause of any sort whatsoever. Because of this primary 
right to unbiased truth, the public demands that a newspaper should not 
be controlled by special interests. News should be the service of re-
porting by disinterested persons in fairness to all concerned, not sold 
to the public by those who can pay the bill for their publicity. 
Editorially, the Defender still adheres to its platform of 1905, 
which was stated in the words of Robert S. Abbott, founder and uncle to 
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the Publisher. It believes that: 
American race prejudice must be destroyed,. that there be 
opening up'of all trade unions to blacks as well as whites, that 
there be representation in the President's Cabinet, that. engin-
eers, firemen and conductors on all American railroads, and all 
jobs in government-controlled industries, that representation in 
all departments of police forces over the entire United States, 
that government schools open to all American citizens in prefer-
ence to foreigners, that motormen and conductors on surface, 
elevated and motor bus lines through America, that federal legis-
lation abolish lynching, that all enfranchisement of all American 
citizens. 
The Defender campaigns chiefly for Negro rights. They are fear-
less in their editorials, neglecting no injustice, with constant vigil-
ance on the ills of society. They will take issue with the President's 
declaration as well as with a waitress refusing service to a Negro cus-
tomer. No matter what the call is, there is a ready and alert editorial 
staff at the Defender to denounce the cries of segregation. 
In addition to their sensational editorials, columns are written 
by three Negro leaders, including the local columnist. 
An editorial may be defined as a presentation of fact and opinion 
in concise, logical, pleasing order for the sake of entertaining, of in-
fluencing opinion, or of interpreting significant news in such a way that 
its importance to the average reader will be clear. Defender editorials 
deal primarily with current news of sufficient significance to warrant 
interpretation, but also with generalized philosophical and ethical 
topics that do not have any connection with passing events. An editorial 
is like a news story in that it frequently contains news and that one or 
more of its paragraphs often corresponds to what would be the lead to a 
story. It differs from the news story, however, in that it usually con-
sists largely of individual opinion and makes no pretense of being un-
biased 
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Close observation of the editorial page of the Defender has led 
me to believe that its strongest asset is the public service it performs. 
When an editorial fulfills its mission, it is a storehouse of opinion 
dedicated to its reading public, without a controlling commercial purpose 
and without desire for prestige to the paper or its owners. It is a de-
partment for instructing the uninformed, aiding the poor, defending the 
helpless, initiating moral reforms, stimulating industry, and fighting 
graft, vice, and oppression in every form. It is, in other words, a 
public service department. 
Like most papers, the editorial policy of the Defender is deter-
mined by a staff of editorial writers, not by one person. Realistically, 
the publisher, John Sengstacke, dictates the paper's editorial policy on 
most crucial race issues. 
There is no country correspondence staff because the paper's cir-
culation is urban in character. But there are free-lance writers in many 
southern cities who send news ·to the Defender for publication. If used, 
the Defender reimburses the writer. The Defender has developed this sort 
of news gathering source due to its wide range circulation all over the 
country in their national edition. Very little formal training is given 
these free-lance writers other than information on deadline dates and the 
type of story in which the Defender is interested. However, much editing 
is given the story once it re~ches th~ editor's desk •. Stories are re-
ceived from as far south as Jackson, Mississippi, and as far west as 
Kansas City. Moreover, the paper has asked each club to app0int a re-
porter for news to the paper. Other than the above, there is no effort 
made to establish something similar to a country correspondence. 
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Of the four major news services available to Negro newspapers, the 
Defender uses International News Service and Associated Negro Press (with 
headquarters in Chicago). 
Other elements in the news that get coverage in the Defender are 
sports, labor, business, and occasionally a farm story. 
I want always to believe that the Chicago Defender newspaperman is 
compelled, as the price of success in his calling and often through 
severe experience, to learn that only that which is true is news. There 
is a popular impression that all is grist that comes to the newspaper 
mill and that everything brought into the office is published. The 
Defender, being basically no different from the average daily paper, does 
have the hardest task of newspaper work, that of sifting the truth out of 
the masses of falsehoods offered daily. The Defender has neither the 
time nor the need to fabricate falsehoods for public deception. Their 
time and energies are too fully engaged in trying to winnow out the 
truth from the ignorant or willful distortions with which they have to 
deal daily. Often the falsehoods are unintentional and arise from the 
fact that few people are gifted with t~e ability to iell the exact truth, 
and nothing else, about what they have seen or heard. But the Defender 
also has to deal with masses of downright lies, inspired by interest or 
malice. To this I believe they have ascribed themselves creditably, for 
the menaces of our times demand the fullest truth. 
Advertising 
Few,jNegro papers have as high advertising linage as the Defender, 
largely because they do not receive as much national linage either. 
Seldom does the Defender reach a weekly quota as low as 50 per cent ad-
72 
vertising. In reply to the survey herein discussed, the weekly edition 
of the Defender does a gross of $600,000 advertising revenue yearly, 
while the daily dQes only $200,000 a year. It would almost lead one to 
believe they sell an advertising sheet. This is not entirely true, but 
it is to the credit of their fine advertising department and the market 
they reach that attracts buyers of all kinds. 
The national representative of the Defender, called the Defender 
Publications, is in New York City. According to the publisher, prior to 
1953 few Negro publications were getting their share of the national mar-
ket. Hence they set out to find the difficulty. As a result of their 
findings, they established what is now known as the Defender Publications 
(publisher representatives), made up of eight Negro papers, to represent 
them nationally. It is their belief that they can best sell their own 
market, for they know best what their market wants. As evidence of the 
validity of this move, their national advertising has increased by 25 per 
cent. 
The Defender offers a 15 per cent commission to advertising agen-
cies, with a 2 per cent discount for prompt payment by the tenth of the 
month following insertion. There is no different rate charged to nationa 
advertisers. The advertising system is set up on a linage basis: 34¢ 
per line fo~ flat rate, and SO¢ per line for open rate. Two contracts 
are available. If 2, 500 lines are used in a year, the ra.te is 49¢ per 
line. If 5,000 lines are used in a year's time, the rate is 48¢ per 
line. There is an additional charge of 25 per.cent for color. 
There are also a few special charges. Amusements, ~heatres, 
sports, ballroom, and special events are 35¢ per line. Mail order, flat, 
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is 35¢ per line. But reading notices take 45¢ per line. No provisions 
are made for legal notices since few, if any, are ever received by the 
Defender for publication. 
For position in the paper, the advertising buyer has to pay a 20 
per cent additional charge. The publisher says full position means at 
top of column and next to reading matter, or under and next to reading 
matter at the option of the publisher. Yet for a specific page other 
than pages 2 and 3 and outside pages, there is another 10 per cent 
charge. For pages 2 and 3 and outside pages, the charge is 15 per cent 
additional. 
For classified advertisements, a flat line rate of 45¢ per line 
is charged, payable in cash at time of contract, unless previous credit 
has been established. Classified advertisements are charged by count 
lines up to and including 14 lines. When white space is ordered, charge 
will be made on count line basis plus ordered white space. Advertise-
ments ov~r 14 lines are charged by the rule measurements. Advertisements 
set up in all agate line caps are charged one additional line. 
Needless to say, the Defender is concerned with the problems of 
design, production, sale, and distribution of its products. It differs 
from most enterprises, however, in that its chief source of revenue comes 
not from the saie of its basic product--news--but from the sale of a by-
product--advertising. 
Revenue from circulation, with rare exceptions, has never been 
sufficient to pay for more than a fraction of the total cost of producing 
a newspaper~ Consequently, advertising has been and continues to be the 
economic foundation on which newspapers must rely for their major support. 
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Thus advertising has become one of the main concerns of the publisher, 
since without adequate advertising income no paper is likely to be finan-
cially successful. 
The Chicago Defender continues to be the dominant medium for re-
tailers catering to Negroes in Chicago, despite aggressive selling com-
petition from other media. 
Learning through experience, the retailer has the opportunity week 
by week to test the results of his advertising and to measure its effec-
tiveness in producing sales. While the national advertiser myst rely to 
a considerable degree upon the number of coupons or mail inquiries he' 
receives in response to advertising, the retailer has the direct and 
visible results observed week by week in traffic through the doors of his 
store, at the sales counters, and in the cash registers. Hence., the 
Chicago retailer realizes the Defender is the productiv~ medium for him, 
and this is borne out by the percentage of linage used each week by re-
tailers. 
The reasons the Defender is best able to produce such effective 
results for its advertisers are to be found in such elements as reader 
interest, timeliness and speed, market coverage, low cost per reader, 
quick response, flexibility, and reader acceptance. Additionally, there 
are the services offered its advertisers. 
The Defender is well equipped to give assistance to its retailers 
in planning and executing their advertising. No retailer goes without 
reliable market information on his community and potential customers. 
The Defender keeps him posted on community developments which offer op-
portunities for him. More important for the small retailer who does not 
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have his own advertising department is the Defender's service in writing 
copy and preparing layouts. Without this service, most small retailers 
would be unable to prepare effective advertising. They lack the techni-
cal knowledge and skills that are required in the preparation of adver-
tising. Unquestionably, the Defender is fully competent to advise the 
merchant in the proper correlation of media, market, timing, merchandise, 
and advertisement structure to make his advertising successful. In addi-
tion, the newspaper makes available expensive syndicated art work to il-
lustrate his advertisements. Such services as Meyer Booth and Metro are 
used. 
The Defender runs a good portion of institutional copy, but much 
more promotional, with little copy coming from public service advertise-
ments. 
The Defender advertising department is broken up as follows: 
There is a general advertising department working independently or in 
conjunction with a Defender Publications representative in New York, 
selling space to national buyers and servicing their accounts. Second, 
the retail advertising department sells display advertising to retail 
stores, to other local business firms, to organizations, and to indi-
viduals, and gives these patrons helpful advertising service. Third, 
there is the classified department, which sells, prepares, and services 
classified advertising to individuals, business firms, and other organi-
zations. Fourth, and finally, there is the creative department, which 
plans and prepares display advertisements for retail stores and other 
local firms which do not have creative advertising facilities of their 
own. 
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.. Other functions such as merchandising, research, promotion, pro-
duction, and public service are spread evenly when in demand among the 
other departments, but usually the advertising department handles these 
areas, since they are not in the daily flow of advertising traffic. 
"Bud Biliken Picnic and Parade" and the "Chicago Home Show" are 
sponsored annually by the Defender as promotion campaigns to the mutual 
advantage of the advertisers and the paper. The "Bud Biliken Picnic and 
Parade" takes place in the middle of August. Its unique combination of 
performing a public service for the children of Chicago, furnishing a 
free picnic for all in attendance at Washington Park and giving the ad-
vertiser a chance to give away some products, has made this affair con-
tinually gain gigantic success throughout the years. 
The Parade begins early in the morning, with companies, clubs, 
organizations, and other concerns entering floats. High school bands 
furnish the music while many scout groups march. The parade leads to 
Washington Park where games, contests, and free refreshments are given 
away. 
Recently, beauty contestant winners from all over the country have 
been entered in the-parade. The other seven Negro Defender Publications 
have also contributed to the Bud Biliken Day. 
While the Bud Biliken affair is all-inclusive of every age and 
every class, the Home Show attempts to capture the home owners' interest, 
advising them where to spend their money and how. Besides shopping tips, 
it has become a school for teaching the preparation of new dishes to the 
housewife through daily demonstrations by a professional. At its outset, 
the affair attracted many, but through the years its extensive program 
has drawn multitudes from their homes, and now many homeowners look for-
ward to the annual Chicago Defender Home Show for what to buy. Adver-
tisers buy space both at the show and in the Defender for displaying 
their merchandise. Each one has to contribute a gift or prize. Home-
owners nightly are given free gifts galore, in addition to thousands of 
free baskets of groceries. Large free prizes as refrigerators, electric 
stoves, TV sets, Hi-Fi sets, and even a live hog are top attractions. 
Although the Negro population is Chicago is steadily on the in-
crease, the Chicago Defender has declined in circulation, having reached 
a peak of more than 100,000 in the 1940's, to its present figure ~f only 
35,000. Much of the decline is due partly to the plight of Negro papers 
in general. As the cause of desegregation becomes more popular, the 
need for protest leaders diminishes. Yet the major difficulty cannot be 
attributed entirely to the fate of the times, but partly to the under-
staffed personnel in the circulation department of the Defender, which 
has no extra time to promote circulation but only to service what has al-
ready been established. The thinking of the paper seems to be dormant, 
for there is really only one person handling circulation, with occasional 
assistance. His job is helped, however, by a separate enterprise that 
distributes the papers but does no promotional work. There is a great 
need for promotion of circulation, especially in a city that is still 
growing and multiplying by the thousands its Negro population. 
A third and final factor is the advent of the daily edition, as a 
result of which most people have switched their buying habits to conform 
to that of the daily. The weekly's circulation represents mostly people 
buying through tradition. Yet we cannot overlook the strong competition 
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in the Chicago area of four large dailies, eight prosperous community 
papers. 
Although somewhat obsolete, nevertheless the machinery at the 
Defender is much better than that of most Negro papers. Their composing 
room consists chiefly of five linotypes, one monotype, one ludlow, two 
mat rollers, and other minor machines. 
The shop is in operation 24 hours a day in order to meet the dead-
lines of the daily and weekly. Before the daily emerged, the shop pub-
lished several other publications, but had to relinquish this work due to 
the demanding schedule of their new program. The shop has no time, and 
never tried, to develop commercial printing outside of a few other 
papers. 
In general, the typography of the Defender is poor. Few pictures 
are reproduced to the finest quality that newsprint will allow. The 
paper looks dirty, cluttered, and without sufficient brilliance. Pic-
tures are run~at the top of pages without heads. Body type breaks the 
top of the page, also without a head. Sometimes the main ~treamer head-
line is printed in blue ink, which clashes with the black type of the 
paper. The poorest quality of newsprint is used; consequently, if held 
to the light, the back side type can be seen through the front, making it 
extremely difficult to read. Many of the sigs used need replating, and 
complete redesign of the editorial page is also needed. Probably because 
the press is old, the press run is poor, with too many ink clots, mis-
prints, and over- or under-inking. The Ben Day reverse used for the 
feature page needs washing. Many of the duplicate plates need to be 
type highed, thus giving them true reproduction instead of unreadable 
smears. 
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The whole newspaper must b~ packaged for reader appeal and reader 
comfort. Typography and layout are the tools the editor uses to do this. 
Typography and layout in newspaper lexicon are different from the same 
terms used elsewhere in the graphic arts field. Typography may be 
likened to strategy, a broad plan of operations; layout is tactics, the 
specific methods used under specific conditions to attain the ultimate 
goal. Layout has four specific purposes: 
1. To increase readability and to attract the reader into the 
news. 
2. To sort the news so the reader knows at a glance which are the 
most important stories. 
3. To create attractive and interesting pages. 
4. To create recognition, to make the reader identify and want 
your paper as soon as he sees it. 
Admittedly, good typography and make-up alone cannot make a good news-
paper, any more than a star quarterback or tackle can make a championship 
football team. But good typography is an essential factor in making a 
good newspaper. 
To what avail is a Pulitzer Prize-winning reporter if his story is 
so buried in a mass of dull-looking type that no one reads it? How can 
the most penetrating editorial complete its mission if the reader is 
scared away from the editorial page by its overwhelming dullness? 
On the other hand, readers will not be too critical of the story 
you missed in the county, treasurer's office if you have put together a 
front page that delights the eye and coaxes them to read your other news 
for the day. And that short feature that you have topped with a 
sparkling head and good display will take the curse off many an unin-
spired story. 
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On the dollars and cents side of the office good typography pays 
off, too. It is the display window of the newspaper. Circulation is 
affected directly and favorably when the prospective reader is attracted 
by a well-planned and well-executed front page. On the newsstand this 
sales aid is obvious. But even when delivered to the reader's home, the 
paper faces the competition of other media. How well it meets this com-
petition affects the rate of subscription renewals. 
Good typography is also an effective advertising salesman. Adver-
tisers may be able to evaluate a newspaper by the demonstration perform-
ance of a specific advertisement. They can credit the paper's complete 
coverage, its good writing, the influence of its editorials, and the 
place it has won in its readers' homes by long years of public service. 
The national advertiser has neither the time nor the opportunity 
to make such evaluation. Often, all he sees of a newspaper is the tear-
sheet carrying his advertisement. True, the performance of his dealer or 
distributor in an area and the market data available from many sources 
direct the advertiser's thinking when it comes to buying space. But all 
other things being equal, that one-page sample of a newspaper may be the 
deciding factor in his final choice. 
The opposite--tearsheets showing poor make~up and sloppy press 
work--has been a big handicap to the small daily and weekly paper. Often 
the Defender's attractive advertisement is surrounded by big areas of un-
relieved type, a murky halftone, headlines that would not attract a 
castaway on a desert island, and deplorable press work. 
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NEGRO-APPEAL RADIO 
I$TRODUCTION 
Radio broadcasting is an essential part of the modern press. 
It shares the same functions and encounters the same problems 
as the older agencies of mass communication. On the other hand, 
radio exhibits significant differences. Its ability to draw 
millions of citizens into close and simultaneous contact with 
leaders and with events of the moment gives it a reach and an 
influence of peculiar importance in the management of public 
affairs 1 [Commission on Freedom of the Press]. 
Radio is the child prodigy of human inventions. Born less than 
four generations ago of intellectual and commercial genius, it has grown 
from the insignificance of an embryonic idea in the minds of technicians 
to the stature of a Goliath in industry and public affairs. Today there 
are nearly twice as many radio stations in the United States as there 
are daily newspapers. At its peak, radio could claim an approximate 
audience of 15,000,000. While daily newspapers merge and consolidate 
into one ownership towns, radio is growing and becoming more selective in 
appeals to specific audiences. Radio's lightning speed of development in 
forty years has fashioned for itself a place in our national life as im-
portant and secure as that of two other inventions, the automobile and 
the motion picture. 
NEGRO LISTENING AND VIEWING HABITS 
The frequently heard criticism of radio is that it is mediocre 
and imitative, whereas it should be outstanding and creative. Early in 
its history, the FCC and others in the broadcasting industry agreed that 
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radio had two basic functions: to -entertain and to inform the general 
public. These two functions are not disseminated in equal proportions in 
the diet of ra~io prQgramming which generally consists of canned soap 
operas and music. While the major diet in Negro-appeal radio is music, 
music, and more music, it is nevertheless representative of the indus-
try's creativexess in reaching ethnic markets. 
In the legro market there are many for whom radio is a constant 
companion, finay married to their daily routine, as a study reported in 
the Haryard Buainess Review reveals. Among Negroes in Houston, Texas, 
radio was the strongest medium in the market. Some 39 per cent surveyed 
agreed they spent more time with radio than with television (28 per cent), 
newspapers (26 per cent), or magazines (7 per cent). When the same ques-
tion was posed to Whites, only 15 per cent agreed that it demanded most 
of their time, while 44 per cent said television got the majority of 
their time, with 37 per cent saying newspapers and 4 per cent indicating 
magazines. 
A typical answer by respondents was given by a Negro housewife, 
part-time organist, whose husband is a laborer: "I get up at 6:30 in the 
morning and fix breakfast for my husband. I go back to bed at i~30 when 
he leaves for work. I get up again at 9:00, wash my breakfast dishes, 
and, if there are clothes to be washed, put them in the machine. The 
radio is going all the time. In fact, it moves with me from place to 
place." The wife of a taxi driver confirmed the same pattern: "Radio 
wakes me up at 6:00 in the morning and I keep it on while I am fixing 
breakfast and until 12:15. I don't listen steadily, but something often 
catches my interest. I fix lunch and look at the serials from 1:30 to 
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2:00. The children come in and take over the TV, so I get the rest of 
my work done by radio. 112 Houston is a city with two radio stations pro-
gramm:ing to the Negro market, KCOH and KLVL. 
Perhaps a more definitive study was a nationwide survey conducted 
by Opinion Research Corporation. Results suggest that the Negro com-
munity has its own media habits, with above average interest in radio 
and less interest in print than is revealed by Whites. In this study the 
question was asked with these results: 
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''What do you do quite a bit of in your free time?" 
Listen to radio 
Watch TV 
Read daily papers 
Read magazines (Life, Look) 
Read news magazines (weekly) 
Negroes 
71% 
73% 
56% 
32% 
18% 
Whites 
57% 
77% 
67% 
45% 
29% 
Similar results were found in Memphis in a pilot survey conducted 
in 1961. The sample used a random cluster of the 14 census tract areas 
of Memphis where 50 per cent of the Negro women lived (21 years and 
over). The method of the survey was by personal interview. 
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LISTENING AND VIEWING HABITS OF NEGRO WOMEN 
Did you listen to radio yesterday? 
Did you watch television yesterday? 
63.8% 
62.4% 
When did you listen to the radio yesterday? 
Times 
Morning 
Afternoon 
Evening 
Morning and afternoon 
Morning and evening 
Morning, afternoon, evening 
Afternoon, evening 
Number 
38 
19 
7 
14 
3 
18 
1 
36.2% 
37.6% 
Per Cent 
38.0 
19.0 
7.0 
14.0 
3.0 
18.0 
1.0 
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The Radio Advertising Bureau found in a survey that Negroes own 
more than one radio set, with listening concentrated in bedrooms, living 
rooms, kitchens, and automobiles, in that order. Furthermore, they found 
that nearly all Negroes listen to the radio during the course of the 
5 
week. 
"THE BLUES , THE NEWS , AND YOU" 
Radio programming for Negro audiences is made up of three basic 
elements, listed below in the order of their importance in terms of the 
amount of allocated air time and normal audience response. 
First, music is carried by the station that is most popularly re-
ceived by the Negro community. Usually this means 75 per cent "rhythm 
and blues," 20 per cent church music (gospel singing and spirituals), and 
5 per cent jazz or popular ballads. The Negro feels a strong sense of 
identification with the entertainment world since an unusual proportion 
of the Negro race has succeeded in this field. Thus radio is appealing 
to a salient attitude. The Negro takes pride in his racial achievements 
in the field of popular music. Therefore, a radio station can easily 
play nothing but songs by Negro artists. Historically, before the advent 
o~ jazz, the spiritual was the Negro's greatest contribution to the arts. 
Since the turn of the century, when spirituals were incorporated into the 
culture of the churches, the Negro church has placed strong emphasis on 
developing 11great" gospel singing groups. Not many Negro communities in 
America lack the experience of several gospel singing contests between 
churches during a fiscal year. With this popular art the continued 
growth of radio has smartly given over some part of each day's broadcast-
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ing to the playing of popular gospel songs. No doubt, radio is highly 
successful in gaining countless church listeners and, of course, a great 
many old-timers. For example, Rounsaville, who owns six stations in 
semi-southern markets, has a minister as one of his broadcasters who is 
solely responsible for the "gospel music programs." In my estimation, 
the playing of jazz music is "underprograumed." Jazz is another source 
of group pride. Many Negroes are enthusiastic about jazz music more be-
cause of strong racial ties than the satisfaction produced by the in-
herent qualities of the music. The superficial qualities of who plays it 
are more important that the intrinsic qualities of what and how it is 
played. 
Secondly, radio is trying to touch the lives of many by varied 
public service broadcasting that ranges from giving "lost and found" 
notices to leadership in community projects. For example, WDIA, which 
boasts of an audience of 1,250,000 Negroes, has taken part in everything 
from forming Little League baseball teams to sponsoring a school for 
crippled children. Furthermore, WDIA has sponsored two revues yearly, 
the ustarlight" in the summer and the "Goodwill" in the winter. All pro-
ceeds go to Negro charities. In 1961 this station 
of scholarship funds to help bright Negro students 
raised $10,000 worth 
6 
go to college. 
The rising educational lavel of the Negro audience, represented in 
a decrease to only 7 per cent illiteracy, now has led to a healthy in-
crease in news and discussion programs. Because of the interest in the 
1960 political conventions, germinated by the explosive Civil Rights pro-
posals and picketing by Negroes in front of the convention halls, 
thorough convention coverage was necessary. San Francisco's KDIA sent 
88 
two men to the Democratic rally in Los Angeles, and the station manager 
went to Chicago for the Republican convention. WLIB, New York, reputedly 
the largest of the Negro-appeal stations, had similar coverage at the 
conventions. According to general manager Harry Novik, "The community 
itself should have the right to be heard and all its worthwhile projects 
supported." Last year WLIB allocated 55 quarter-hours to various Negro 
groups to discuss the specific problems that face these groups today. 
WHAT, Philadelphia, besides sponsoring a Negro golf tournament that 
raised $1,103 'for the NAACP, broadcast the entire proceedings of this 
year's NAACP convention. They also sent two men on the "Freedom Train 
1961" to Washington. These men interviewed Roy Wilkens, executive sec-
retary of NAACP; Clarence Mitchell, famed Civil Rights attorney and di-
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rector of the Washington NAACP; Senator Joseph Clark, and others. 
Finally, the weakest element of Negro radio is its futile attempt 
at news coverage. Radio wants to build deep community loyalties by 
mirroring the community to itself, but I am afraid the wrong things are 
mirrored when the all too infrequent mirror functions. Radio news is 
s:i,mply de-emphasized. It is believed to be unimportant in attracting the 
audience. Many of the radio stations subscribe to one of the several 
news agencies available to them. Copy that has some racial appeal is 
edited and selected, but it always, with rare exceptions, is disfunctional 
news for the local citizen. The need in Negro radio is for depth cover-
age of the local community, which unfortunately has lacked enterprise and 
ingenuity. 
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SPECIALIZED RADIO 
Anyone who hastily assumes that the personnel on these stations is 
all-Negro is sadly mistaken. The majority of the disc jockeys are Negro, 
but the newscasters are fairly well mixed, while the business officers 
(advertising, engineers, and clerks) are Caucasian. One overpowering 
reason is that out of the 600 stations (of a total of 3,400) having some 
part of their radio time beamed at Negroes, only four are Negro-owned. 
The most famous of these is the Baltimore station of Buddy Young, former 
University of Illinois and Baltimore Colt football star. Two others are 
WEUP (5,000 watts) and WCHB. 
The first Negro ever appointed to a regular announcing post with 
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a major network was Pat Connell for Colmubia Broadcasting System during 
the first quarter of the fiscal year of 1961. He began with CBS as a 
summer replacement and has steadily advanced to the position of a staff 
announcer. The fact that this is the "first" and "only" is inherently 
indicative of the lack of major networks to hear qualified Negro an-
nouncers. This is another impetus for the birth and growth of Negro 
radio. 
As the Negro market grew in purchasing power, prestige, and popu-
lation (25 per cent increase in the last ten years compared with only 18 
per cent increase by Whites), the radio industry apparently took the lead 
in developing a specialized approach to the marketing and selling of 
goods and services to the people who comprise it. According to Benton 
and Bowles' media analysis division, twenty years ago there were three 
Negro-oriented radio stations, and now there are 150 stations that devote 
10 or more hours per week to Negro programming. At least 60 stations 
devote all of their time to reaching this audience in about half of the 
50 states. This tremendous growth in Negro radio is the most dramatic 
development in the field of Negro media. 8 
U. S. Radio magazine reported in November, 1958 that the average 
number of hours of Negro programming carried by a full-time Negro station 
was 116 hours weekly. This ranged from a low of 91 to a high of 162 
hours weekly. Those stations that programmed in part averaged about 34 
hours per week, ranging from a low of half an hour a week (less than one 
per cent) of the total program schedule, to a high of 61 hours (between 
9 50 and 60 per cent of the weekly schedule). 
The ways in which specialized radio has developed fairly loyal 
followings are typified by (1) programming practices; (2) merchandising 
"gimmicks"; and (3) "Community Relationstt activities that present a 
colorful and often dramatic picture. These programs appear vastly dif-
ferent from the standard or traditional promotional practices of the 
majority-appeal programming stations. 
PROGRAMMING PRACTICES 
I believe the Negro radio station tries to accomplish two primary 
goals in programming. The first goal is to build a loyal following, gen-
erally through strong station personalities. This I admit is typical in 
the electronic industry. The second goal is to maintain a standard of 
operation that might compare with other mass-appeal stations in the 
market. 
The first goal is achieved by building ~adio schedules around un-
usual and dynamic disc jockeys_.. "Dee-Jays"' often ac<:J_uire distinctive 
91 
pseudonyms such as KSAN 1 s "Rocking Lucky, 11 WLOU 1 s "Jim Dandy to the 
Rescue," WDIA. 1 s Theo "Bless My Bones" Wade, WAMO's "Sunny Jim," WIBB's 
Ray "Satellite Papa11 Brown, or WHAT 1 s ''Bonnie Prince Charlie" Geter. 
Occasionally a disc jockey, like "Prince Oma.r" of Shreveport's KOKA, adds 
colorful attire to match his radio personality. When he makes a public 
appearance, "Prince Omar" is resplendent in a red Turkish-type fez, with 
a brilliant cloth-of-gold lined cape draped nonchalantly over his palm-
beach suit. It is not rare for successful Negro disc jockeys, like 
"Daddy-0 Daley" of Chicago or "Jockey Jack" of Cincinnati, to add more 
attention-getting symbols to their on- and off-the-air personalities by 
driving loud-colored Cadillacs or expensive custom-built foreign cars. 
A colorful disc jockey who attracts crowds of "adolescent teenage fans," 
"restless housewives," and ''impatient old maids" is worth his clamor in 
advertising dollars. 
Leonard Walk, general manager of WAMO, says this about radio per-
sonalities: 
We find that the Negro disc jockey personality pulls the 
largest and most loyal following. We ·use a music formula that 
mixes rhythm and blues, gospel, popular (Nat King Cole variety) 
jazz and spiritual music in a carefully planned p:~;oportion.lO 
John McLendon of the McLendon-Ebony group ownership of stations 
said: 
Rather than sound very distinctly Negro, we,find it very 
important to inject a great deal of promotion, production 
speed, and sound as good in pronunciation as the better pro-
grammed white stations. It is extremely important in the 
changing South to bear in mind that since integration. is a very 
slow process there is a great self~consciousness among the 
Southern Negroes--even to the point where he has become con-
scious of radio quality. He does not wish to be associated 
with radio which is any way degrading to his race; he tends 
greatly to shy away from the hooting and hollering personal-
ities that originally mad~ Negro radio programs famous .ll 
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MERCHANDISING PRACTICES 
Frequently, when cost is not prohibitive, big names are again used 
in the gimmicks of merchandising. A formula of on-the-air penetration 
combined with "point-of-purchase" material and personal showings by com-
munity leaders, sports celebrities, and entertainers in the store is nor-
mally used, 
Merchandising "plusses" are offered to an advertiser which include 
selling plans that tie in with the on-the-air effort. Such a plan is 
offered by WWR.L, which claims to speak the language of 2,455,000 Negro 
and Puerto Rican New Yorkers, in what is called a "21-point Merchandising 
Plan." Some of the features included are three-color posters in 300 
supermarkets and grocery stores, shelf tapes, picture postcards of sta-
tion personalities, visits to retailers and wholesalers, on-the-air con-
tests with a product as a sponsor, consumer surveys, and weekly reports 
on all merchandising accomplishments. 
Other merchandising ideas include activities such as the 
"Shoppers Express," conducted from a local grocery store by KPRS in 
Kansas City, Missouri, the use of windo~ banners, throw-aways, personal 
appearances by on-the-air personalities, quiz contests,. drugstore and 
12 
supermarket displays, outdoor signs, bus cards, and bus spectaculars. 
FAB 1 s MERCHANDISING EXAMPLED 
For several months a familiar sight in Baltimore's Negro market 
was a 1961 Chrysler station wagon decorated with ttFAB" signs and 
two large boxes of "FAB" taped on the roof. But this was only 
part of a very successful merchandising campaign for the detergent. 
Radio Station WEBB, Baltimore, decided upon a two-month campaign 
to merchandise "FAB" advertising (Colgate Palmolive Company, New 
93 
York), in the Negro market. They employed a "FAB Girl," an 
attractive Negro schoolteacher, capable of talking convincingly 
to prospective customers. 
On June 5, letters were sent to the owners of all the laundra-
mats in the City, advising them of the demonstrations to be held 
between June 15 and August 15. The letter explained that the 
"FAB Girl" would talk about the proper use of top loading auto-
mat:dl.c washers and how "Fabulous FAB gets clothes clean clear 
through," and if the lauiidramats desired, she would hold a demon-
stration. 
Thirty-four (34) requests for demonstrations were received by 
Radio Station WEBB from laundramats, by phone and mail. On June 15, 
the "FAB Girl" started making visits, telling the laundramat' s 
customers of the many advantages of using FAB. She had a box of 
uFAB" with her and actually did laundry for those who let her. 
She used approximately one case of "FAB" in doing her demonstra-
tions. 
The laundramat 1 s owners and managers were pleased and many of 
t~em asked WE~B to hold more deDIOnstrations. 
The "FAB" station wagon used to transport the demonstrator, 
and usually parked directly outside of the location being worked, 
was in itself a major attraction. · 
In addition to the laundramat demonstrations, the "FAB Girl" 
visited nineteen (19) large, independent super markets in the 
Negro neighborhoods of Baltimore. These visits were made during 
peak shopping hours so that the greatest number of prospective 
customers could hear the explanation of "FAB's" cleaning ability 
•.• and the reasons why they should buy it. 
According to the report of the merchandising campaign,· many 
women were already using the product. An interesting note was 
to the effect that a large number of men were using the product 
.. and doing the family laundry. 
Merchandising is an important plus in the Negro market when 
part of a basic marketing program, and the success of the "FAB" 
merchandising campaign among Negro consumers in Baltimore (where 
Negroes comprise 35% of the total population) is an indication 
of what can be done for a product. 
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A partial roster of national advertising accounts for Negro Radio 
14 
is listed below for the year 1961 • 
.A_ 
Adm,iration Coffee 
Alka Seltzer 
American Bakeries 
American Finance Corporation 
American Oil Co. 
American Tobacco Co. 
American Wine 
Anheuser 
Arrid 
Armour 
Artra Skin Cream 
Atlas Sewing Machine 
Aunt Jemima 
.JL. 
Ballantine Beer 
Bayer 
B. F. Goodrich 
Bezuty Blow 
Birdseye Foods 
Borden's Dairy Products 
Breaat-0-Chicken Tuna 
Bristol-Myers 
Budweiser 
Buhler Mills 
Buick 
__£__ 
Cadillac 
Camel Cigarettes 
Canada Dry Beverages 
Carling's Beer 
Carnation ' 
Carolina Rice 
Chesebrough-Ponds 
Chevrolet 
Clabber Girl Baking Powder 
Coca-Cola 
Comet Cleanser 
Continental Baking 
Creomulsion 
D-Con 
Denman Tires 
Domino Sugar 
_L 
Easy Monday Starch 
Eno 
Esso 
Ex-Lax 
L 
Falstaff Beer 
Feen-A-Mint 
Ford 
_g_ 
Gallo Wine 
General Foods 
Gillet~e Razor Co. 
Gloss 8 
Goodyear Tires 
Guinness Stout 
..!L 
Haas-Davis 
Hadacol 
Hamm. 1 s Beer 
Hill Brothers Coffee 
Holsum Bread 
Hormel Meats 
_I_ 
Independent Life and Accident 
Insurance Co. 
Interstate Bakeries 
Italian Swiss Colony Wine 
....L 
Kelly's Canned Foods 
King Dollar Stores 
Kroger 
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_b._ 
Lady Lenniz Hair Dye 
Lever Bros. 
Liggett & Myers 
Lipton Tea 
P. Lorillard 
Lucky Strike 
Lydia Pinkham 
.1L 
Manischewitz Wine 
Mazwell House 
Millbrook Bread 
Miller Hi-Life Beer 
Monticello Drugs 
Mum Deodorant 
....!L 
Nadionola Cram 
National Biscuit Co. 
National Standard Life Ins. 
.JL 
Omega Flour 
Oscar Mayer Meat Products 
.L 
Pabst Brewing 
Pall Mall Cigarettes 
Pepsi-Cola 
Pet Milk 
Pharmaco 
Quaker Oats 
Rheingold Beer 
R. J. Reynolds 
Robin Hood Flour 
Roma Wine 
Royal Crown Cola 
Royal Crown Hair Dressing 
Ruppert Beer 
_L 
Schaeffer Beer 
Schlitz Beer 
Scott's Emulsion 
Sealtest Foods 
Sears Roebuck 
Sessions Cooking Oil 
Seven-Up 
Shell Gas & Oil 
Silvercup Bread 
Singer Sewing Machine 
Standard Brands 
Sunoc~ 
....L. 
Tareyton Cigarettes 
Texaco 
Tidewater Oil 
Tip Top Bread 
_y_ 
Union Oil 
U. S. Royal Tires 
..L 
Valiant 
Vaseline Petroleum Jelly 
.JL 
Ward Baking Co. 
White Rose 
Winston Cigarettes 
Wonder Bread 
Wrigley Gum 
.L 
Charles Young Products 
Yukon's Best Flour 
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COMMUNITY RELATIONS 
By far the most dramatic means utilized by the Negro-programmed 
radio station to acquire its important loyal following is "Community 
Relations." In most instances, the Negro specialty radio station goes 
far beyond the call of duty and the requirements of programming "in the 
public interest, convenience and necessity." One reason for this has al-
ready been pointed out--the sales importance of a loyal following. 
' 
Another reason is accounted for in the close identification that the sta-
tion works to achieve with its audience, which would logically result in 
extensive involvement in community activities. 
WGES, Chicago, reported that it devotes 25 per cent of its time to 
public service activities. KPRS, Kansas City, frequently extends favors 
to local civic and community organizations. Among the free services 
which it gives are requests for blood donors and requests for help in 
finding lost persons and lost animals. Free time is also given to the 
local safety campaign, the Niles Orphan Home, the Urban League of Kansas 
. . 15 City, Missouri, the NAACP, and local eleemosynary ~nstitut~ons. 
News broadcasts of happenings in the Negro community are a stand-
ard public service on all of the Negro-audience-oriented stations. On-
the-air announcements of club. activities and religious news broadcasts 
are also popular forms of public service support among these stations. 
A typical four-point community relations program used by WJLD, 
Birmingham, is indicative of normal efforts in this direction: (a) RELI-
GIOUS ACTIVITIES involving broadcasting church services, carrying programs 
featuring local church choirs and singing groups and delivering public 
service church announcements; (b) PUBLIC SERVICE ACTIVITY at the station 
involving annual contributions to such local groups as the old folks 
home; (c) RA.DIOTHONS in behalf of other campaigns; and (d) AN ANNUAL HOME 
SERVICE SHOW (a three-day event) broadcast by the station and aimed 
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solely at the Negro audience. 
WOKJ, Jackson, Mississippi, employs in addition to a public rela-
tions director, a community service director and a religious director. 
The station also gives an award to the outstanding Negro citizen of the 
year and conducts competitive examinations for high school seniors, 
awarding wrist watches to the winners. 17 
In Memphis, WDIA, the first radio station in the nation to devote 
itself primarily to programming for Negroes, helps its listeners to get 
jobs, solve personal and family problems, as well as find lost and miss-
ing persons or stolen and strayed animals. The 50,000-watt station is 
dominant not only in Memphis, but in the surrounding territory which in-
eludes that part of an eight-state area that calls itself the Midsouth. 
(Almost 1,300,000 Negroes live there.) 
WDIA, which was responsible for getting a school for crippled 
Negro children in 1955 (prior to that they were given home training only-
a maximum of three hours a week), is so active in community service that 
one wonders where or how the staff finds time for the routine business 
of radio broadcasting. Transportation to and from home in two buses pur-
chased from WDIA's Goodwill Fund (which was largely contributed by 
Negroes themselves) is provided for the crippled children. Maintenance 
and servicing of. the buses is handled by WDIA, which also furnishes two 
drivers, one a Negro disc jockey and the other, one of the station's 
Negro engineers. WDIA is a white-owned and managed station, but of its 
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42 employees, one third are Negroes. All of the performing personnel 
are Negroes. 
In addition to its annual Goodwill Fund Campaign, which helps 
various Negro charities and projects such as the crippled children's 
school, WDIA sponsors the summer Starlight Review produced in the local 
Negro ball park, sends out the "Hallelujah Caravan," a traveling gospel 
show that plays to capacity in Negro high schools, white armories, and 
elsewhere. Money from the latter is set aside for the crippled children 
to whom the station gives a Christmas party each year. It also arranges 
for a steamboat excursion on the Mississippi in the summer and for trips 
to the Memphis zoo. 
WDIA has been instrumental in placing Negroes on committees for 
such causes as fire prevention, the Community Chest, and the March of 
Dimes. The station also sponsors an annual beauty contest, the winner of 
which receives $100 worth of new clothes, $100 in spending money, and a 
week in a resort hotel in Miami, Florida. A talent show is sponsored at 
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the Tri-State Fair, a Negro enterprise. 
Oakland's KDIA, beaming to a Negro population of 244,411 in the 
nine counties of the bay area, has an outstanding record of participation 
in community affairs. They conducted last year before the national elec-
tion a "register to vote" campaign, posting signs in retail outlets, and 
. 19 directing exclusive appeals by civic leaders to the Negro commun~ty. 
Since Negroes are seldom featured on so-called "White Radio Sta-
tions," strong ties of identification and group loyalty are enhanced by 
such programs as "This Is Progress," conducted by Los Angeles' KGFJ. 
The foregoing is an attempt to explain what sets Negro-appeal 
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radio apart from other radio. It is the stress on popular Negro bands 
and singers; rhythm and blues; mood music; "race" music; folk songs and 
melodies; and gospel programs. Furthermore, news and special presenta-
tiona inform the listener about groups, projects, and personalities 
rarely mentioned on a general-appeal station. Advertising copy fre-
quently takes into account matters of special Negro concern. They try 
to first recognize the market; second, to identify with the market; and 
third, make a special invitation to the market. 
PULSE AND HOOPER METRO AREAS 
Another way of understanding the position Negro Radio has in the 
community is to look at the Pulse and Hooper metro area reports on the 
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share of the Negro audience that Negro stations in 19 cities have. 
Market 
1. New Orleans 
2. San Francisco/Oakland 
3. Dallas 
4. Columbus, Ga. 
5. Baltimore 
6. Miami 
7 • Baton Rouge 
8. Chattanooga 
9. Mobile 
10. Memphis 
11. Houston 
12 •. Washington, D. C. 
13. Philadelphia 
14. Cleveland 
15. Los Angeles 
16. Detroit 
17. Birmingham 
18. St. Louis 
19. Beaumont-Port Arthur 
Av.erage Weekday Share of Ne&ro Audience 
Negro &adio General Radio 
Per Cent 
60.9 
45.0 
36.0 
51.0 
57.0 
53.0 
56.0 
49.0 
64.7 
61.7 
64.1 
56.3 
55.0 
57.0 
36.7 
47.3 
53.0 
60.0 
46.0 
No. of 
Stations 
2 
2 
2 
1 
2 
1 
1 
1 
2 
2 
2 
2 
2 
2 
1 
2 
3 
2 
1 
Per Cent 
40.1 
46.0 
41.5 
47.5 
36.0 
42.0 
44.0 
49.0 
35.1 
33.3 
34.7 
40.9 
38.0 
41.0 
52.5 
48.6 
39.0 
41.0 
53.0 
No. of 
Stations 
8 
9 
4 
4 
7 
9 
6 
5 
5 
5 
6 
7 
6 
6 
10 
7 
6 
9 
7 
100 
101 
These data are but another indicator that Negro listening habits 
are different from White listening habits, i.e., the lesser number of 
Negro radio stations reaching a larger audience than the more numerous 
general-appeal radio stations reaching a smaller Negro audience. 
NRA (Negro Radio Association) was formed a year ago of station 
owners who met in Washington. Creating new and better national business 
is one of the group's prime objectives. A secondary objective is to pro-
vide reliable market data for .. in-depth presentations'' to advertisers. 
Perhaps a third objective is to try to get all Negro-appeal station 
owners to join the newly formed group. Francis M. Fitzgerald was 
elected president and chairman of the board. Others elected to the board 
are Robert Rounsaville, vice-president; John McLendon, secretary; Samuel 
Feldman, treasurer; Egmont Sanderling, Joseph Speidel, Norwood Patterson, 
S 1 d N .k 21 tan ey Ray, an Harry ov1 . 
, 
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TABLE II NEGRO STfTION PROFILES 
-~-~--=--=~-co_=-
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Call Net. Yrs. Negro Wk. Negro 
ter- or on Pro- on Pro-State & City ters Power Ind. Air gram. Air grn. (a) (b) (c) (d) 
"'Ai:AIWiA ___ ··= ~----=- ----
Auburn WAUD lkw N 14 8 125 20 Birmingham WENN 5kw I 11 11 98 D 100 
WJLD lkw I 19 18 134 100 
Butler WPRN 1kw N 2 2 84 D 30 Dothan WOOF .5kw I 14 14 D 22 
Eufaula WULA 2.50w N 12 12 
-
71. 
Florence WJOI 250w N 15 3 168 12l W011L 1kw N 16 12 124 20 Poley WHEP 1kw I at at D 10 Port Payne WZOB 1kw N 11 
-
881. 
-Huntsville WEUP 5kw I 3t 3f 94t D 100 Marion WJAM 5kw N 10 10 93 D 12 Mobile WGOK 1kw I 3 3 84 D 100 
Non t goaery WRMA lkw I 8 8 D 100 
Tuscaloosa WTIX 500w I 3! 3f 96 0 100 
ARKANSAS 
Ark11delphia KVRC 2.50w I 14 14 118 2.5 Hot Springs KBLO lkw I 8 6 70 D 10 
Little Rock KOKY 5kw I 5 5 90 n 100 
Pine Bluff KOTN 250w I 27 15 130 3/4 20 
CALIFORNIA 
Los Angeles KGFJ 1kw I 35 15 164 100 Oakland KDIA 1kw I 40 29 157 oo 
San Francisco KSHN lkw I 
-
9 143 100 
D.C. 
Wuhington I'IOOK 1kw I 15 15 168 100 
WUST 250w I 10 8 n 100 
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·-- ___ _.__ __;__ . 
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PLOIUOA 
Delray Beach 11DBP 5kw I 7 1 D 8 I * * - * - * * 5 y 
Fort Pierce WARN lkw N 9 9 125 5.5 I 89 - 11 - - - - 9 N 
Jacksonville WRHC 250w I 12 12 133 40 s 50 - 30 5 5 10 - 40 N 
Marianna WTYS lkw I 13 13 113 25 I 50 - 25 15 - 10 - 2 • .5 y 
Ocala WMOP lkw I 8 8 91 D 18.5 s 9.5 - .5 - - - - 6 • .5 y 
Orlando WOKB lkw I 2 2 84 D 100 s 56 - 3.5 2 - 7 100 y 
Pahokee WRIM 50 0w N 3 1 ~ 84 D 18 I 90 - 10 - - - - 20 y 
Pensacola WBOP lkw I 5 3t D 100 s 37 2 28 8 2 20 3 100 y Quincy WCNH 250w N 13 13 118~ 18 I 96 - 2 - - - 2 80 N 
Tampa WTMP 5kw I 7 7 100 D 100 s 70 - 20 5 - 5 - 100 y 
w. Palm Beach WIRK 5kw I 14 11 125 ll s 7.5 - 25 - - - - .5 y 
GEORGIA 
Americus WDF.C lkw I 14 14 96 D 9 s 60 - 10 20 3 7 - 3 y 
Atlanta WAOK 5kw I 8 8 168 100 s 50 - 32 ll 6 1 - 100 y 
WERD lkw I 12 12 84 D 100 s 40 2 25 5 5 20 3 85 y 
AUI?U!'ta IV AUG lkw I 9 9 ()1 D 81! I 60 - 20 5 - 10 5 oo y 
Baxley >ffiAR 5kw I 6 4 D 20 I 4 10 4 1 - 1 - 2.5 -
Brunswick 1\f.IOG 250w N l'l 19 148 2.5 s 15 75 10 - - - - 10 y 
Columbus WCLS lkw I 7 6 D 100 I 60 - 30 5 - 5 - 100 y 
WDAK 5kw N 1'1 18 ln8 25 s <lO - 10 - - - - - -
I~ OKS 250w I 2t 2t 162 100 s 58 - 33 5 2 2 - 25 y 
Gainesville I~GGA 5kw N 20 20 131! 25 s 65 10 5 10 - 10 - 5 y 
Macon WIBB lkw I 13 lJ I) 100 s 52 6 23 4 - 7 8 - N 
Madison WYTH lkw N 6 3 84 () 17 s * - * - - - - - -
Savannah WSOK 250w I 1.5 3 1M 100 s 87 3 2 3 - 5 - 100 y 
Statesboro WWNS 250w I 15 15 115~ 13 I 76 - 14 10 - - - • 5 y 
Thomasville WKTG 1kw N 14 2 98 D 9.3 I * - * * - - - - y 
Valdosta WGOV 5kw N 21 10 133 10 I 55 5 30 5 - 5 - 15 y 
WACL Skw I 10 10 132 8 s 95 - - - - 5 - 7 y 
WAYX 250w N 2.5 2.5 168 50 I 50 5 5 20 5 10 5 4 N 
ILLINOIS 
Chicago WAAP lkw I 40 12 98 D 30 s .. ~5 - 2 2 - 10 1 - y 
\;GES 5kw I 37 15 137 65 s 52 - 8 10 - 30 - ~65 N 
Harvey WBEE lkw I 8 6 72 D 100 s 57 - 4 3 3 7 26 100 y 
La Grange II'TAQ lkw I 10 10 135 9 s - - 90 5 - 5 - 10 y 
<)ak Park WOP I' lkw I 11 10 los~ 33 1/3 s 83 - 10 - 2 - - 24 y 
INDIANA 
Gary I~WCA 1kw I 12 12 118 20 s 80 - 20 - - - - 20 y 
Incli?napolis \;GEE 5kw I 5 5 ~4 D 37 s 70 - 20 5 - 5 - 40 
y 
KENTUCKY 
Louisville WLOU 5kw I 13 10 Ql D 100 s 77 - 15 3 2 3 
-
100 y 
~ 
0 
v.J 
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..-~ 
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Baton Rouge 
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gram. 
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84 D 15 
168 
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D 100 
100 
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124 23 
104t 14 
91 D 100 
98 D 22.3 
105 15 
118 -
97 D 100 
90 D 100 
95 D 10 
D 27 
121 3/4 10 
114t 20 
116 10 
198 
154 
140 
D 100 
100 
D 100 
95 
100 
, 
Change II 
in Negro ..; 
Program , 
Negro Program Breakdown (in ~) 
Hours ll 0 (e) 
s 
s 
s 
s 
I 
s 
s ~ 
s 
s 
s 
I 
I 
s 
s 
I 
47! 
90 
80 
37 
25 
51 
60 
60 
84 
42 
40 
84 
100 
60 
2.5 
* 60 
47 
75 
71 
86.6 
4.5 
46 
t..U 
..... 
.c v, 
.... :I 
0:::£ 
t 
.50 
2 
s 
I 
I 
s 
s 
s 
s 
s 
s 
s 
s 
35 • 5 
s 
s 
s 
s 
s 
s 
s 
I 
s 
15 
33 
50 
60 
48 
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-;;~ 
a!"' 
47t 
10 
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37 
10 
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.5 
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Negro 
Jldv • 
(f) 
L-~-
100 
20 
25 
100 
100 
100 
100 
10 
80 
10 
100 
45 
25 
100 
25 
30 
50 
40 
100 
33 
10 
20 
100 
100 
14 
2 
10 
30 
40 
80 
100 
100 
90 
20 
Merch. 
(g) 
y 
y 
y 
y 
y 
y 
y 
y 
y 
y 
y 
y 
y 
y 
y 
N 
y 
y 
y 
y 
y 
y 
N 
y 
y 
y 
y 
y 
y 
y 
y 
y 
y 
y 
y 
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i2 
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State a. City 
N.EW MEXICO 
Hobbs 
NEW YORK 
Buffalo 
New York 
NORTil CAROLINA 
Burlington 
Charlotte 
Durham 
Elizabeth City 
Payetteville 
Greenshoro 
Hender!lon 
Kingston 
Lumberton 
Raleigh 
Reidsville 
Rocky Mount 
Sanford 
Scotland Neck 
Shelby 
Whiteville 
Wilson 
OHIO 
Cincinnati 
Cleveland 
Columbus 
OKLAHOMA 
Claremore 
Muskogee 
PENN SYLVAN lA 
Beaver Pl!ll s 
Philadelphia 
Pittsburgh 
Call 
Let 
ters 
KWEW 
Pending 
WADO 
WLIB 
WWRL 
WRBB 
\'IGIV 
WSRC 
WCNC 
WPNC 
WGBG 
WHVH 
WBLS 
\'#AGR 
l'iRAL 
WR.EV 
WCBC 
\'#.EYE 
WYAI 
WAllA 
WF.NC 
WGTM 
WVOT 
WCIN 
WA~ 
WJMO 
\\'VKO 
KWPR 
KMUS 
WBVP 
WDAS 
WHAT 
\'#AMO 
Net. Yrs. 
or on 
Power Ind. Air 
(a) 
5kw N 23. 
lkw I 13 
5kw I 3S 
lkw I 19 
Skw I 3S 
Skw N 20 
lkw I 14 
lkw I 7 
250w N 22 
lOkw N 22 
lkw N 19t 
250w I 6 
lkw I 11 
SO Ow I 7 
lkw I 22 
lkw I 13 
lkw N 15 
lkw I 9 
5kw I 2 
SO Ow I 3 
lkw I 15 
Skw N 24 
lkw I 13 
lkw I 8 
lkw I 2t 
250w I 14 
lkw N 10 
500w I 3t 
lkw I 13 
2SOw I 13 
5kw I 40 
lkw I 36 
lkw I 13 
, 
Hrs. 
Yrs. of Per 'ro Hrs. Change 
Negro Wk. Negro in Negro ,.., 
Pro- on Pro- Program . 
gram. Air gram. Hours 0 
(b) (c) (d) (e) 
_ ____!... ·-- ~-
23 10 s 50 
D 100 I 
lS 168 40 s 60 
13' 100 D 9S I 40 
18 163 100 I 68 
8 D 10 s 8S 
13 144 so I 60 
7 97 100 s 70 
22 118 23 s 80 
11 126 18 I 80 
11 11 s 9S 
6 129t lS I 90 
9 84 D 12 s 80 
7 89 D 12 s 95 
12 
-
10 s 40 
8 94 3/40 11 s 76 
lS 98 D 20 s so 
9 D 35 I 85 
2 D 50 I 
3 84 D 15 s 6S 
15 99.S D 20 s 65 
19 121 11.4 s 70 
13 101 10 s 60 
8 94 D 100 s 67 
2t D 100 s 50 
9 163 100 I 6S 
10 100 D 13 s so 
3 90 D 3S s 1S 
10 100 13 s * 
13 168 
-
s 29. 
10 144 100 s 70 
18 163t 100 s ut 
13 98 D 100 I ,67 
' 
,, 
~~=---=-
Negro Program Breakdown (in %) 
" u u 
...u I 01 I ... ...... .-4 ... 
" """" 
... ::s .. 
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...<:> 
" ,t:.fl. .-<0 ~ ~~ .;:. ... r. Negro ... ::s 
"""" " 
::" ... O::t (>:IlL ;z: ::~: e C. ttl 0 Adv. Mere h. 
(f) (g) 
-
50 
- -
- -
0 y 
-
lS 15 
-
10 
-
20 y 
s 30 7 7 s 6 2S y 
-
11 8 3 10 
-
80 y 
15 
- - -
-
2 N 
4 2 11 1 22 
-
go y 
3 7 3t it s~ 9} 95 y 
-
16 
-
2 2 
-
6 y 
-
15 - s - - 6 y 
- -
s 
- - -
10 y 
-
s 
- - -
5 6 y 
-
20 
- - - -
5 N 
-
2.5 
-
2.5 
- -
3 y 
-
10 
- -
so 
-
3 y 
-
24 -
-
- - - -
-
20 
- -
20 10 10 y 
-
10 
-
s 
- -
-
y 
30 30 10 10 20 - 98 y 
lS 
- -
15 5 30 N 
-
2. 5 6 26 
- -
5 N 
10 10 
-
-
10 
-
10 y 
15 20 
- -
s 
- -
y 
-
23 s 
-
s 
-
100 y 
-
25 5 10 10 
-
100 y 
-
16 12 1 6 
-
85 y 
-
50 
- - - -
9 y 
15 
- -
10 10 y 
- * - - - - -
N 
-
.4 12 2 
-
57 
10 10 5 5 
-
80 y 
t 20 6 12 16 4 100 y 
-
10 10 1 12 
-
100 y 
t-' 
0 
1.11 
, , ~ 
'""-cs.- :==,==-....:..-=_;. __ __...; _____ , .. -- ---.- 0.--=--- -
--·· . -- ~--~- ----- -j Negro Progum Bre11kdown (in ") ----
Hr10. !- \i 
YrP>. of Ptor ~ Hrs. Change i uu ... u I "' I '" ........ ... Call Net. Yrs. Negro Wk. Negro in Negro!..; ..... .... ::0 .. " " 
.... > 
" 
% 
Let- Pro- Progr11m i • .cv• .... c • s~ .c ... .c I Negro or on on Pro- ... :o 
""'"' " 6!.:1 
... 
State & City ters Power Ind. Air gram. Air gr11m. Hours IO Q:[ : c.:: or z :I:. 0 Adv. Merch. 
(p) (b) (c) (d) (e) I i (f) (g) 
' ~~'=,-~--~~=~~=''~~ ,_.,,_~~~·~~ _L I ~ 
--
~=-=-
SOUTH CARl>LINA 
Anderson WANS lkw N 12 12 133 21 I 40 4 33 8 - 12 3 22 
y 
Bennettsville WBSC lOkw N 14 10 126 23 I 40 15 30 12 3 - 30 
y 
Charleston WPAL lkw I 14 12 86 D 100 s 40 5 40 15 100 
y 
Greenville WESC lOkw I 14 14 84 0 13 s 92 8 - -
·1o y 
WPBC 5kw N 28 186 s - * - - - - - 0 N 
Mullina wJn lkw I 12 12 34 ~ 0 15 s 70 - 20 10 - 5 
y 
Orangeburg WOIX 5kw N 15 15 125 100 s - - - - - - - - -
WTNO lkw N 13 13 100 0 10 s * - * - - - - 2 N 
Su•ter •~sse lkw N 8 8 126 16 2/3 s 100 - - - - - - 30 
y 
TENNESSEE 
Chattanooga WNOO lkw I 10 10 91 0 100 s 76 - 10 6 3 5 - 100 
y 
Clarksville WJZM lkw N 20 20 121 12 s 30 7 7 - - 6 - 5 
N 
Jackson WJAK lkw I 7 7 85 0 100 s 40 - 25 10 5 20 - 20 
y 
Memphis WDIA 51tw I 10 10 132 100 s 50 10 ~6 7 5 2 - 100 
y 
Nashville WLAC 50kw I 14 12t 140 140 s 43 - 39 8 - * 5 
100 y 
WVOL 50kw N 35 14 168 21 I 100 - - - - - -
21.5 y 
TEXAS 
Beau•ont KJET lkw I 14 8 91 D 100 s 70 - 15 - - 15 -
100 y 
Clarksville KCAR 500w N 6 4 82 D 40 s 75 5 10 - - 5 5 
15 y 
Dallas-
Port Worth KNOK 1kw I 15 13 105 100 s 50 - 20 10 5 15 -
100 y 
KRZY 500w I 6 1! R 5 3/40 100 s 64 * 29 * 3 * * 
100 y 
E1 Cupo KULP 500w I 13 13 92 3/40 16 s 10 - 50 - 40 - -
20 y 
Galveston KGBC lkw I 15 12 126! 20 s 95 - 5 - - - -
10 y 
Houston KCOH 1kw I 14 8 
-
100 s 31 2 28 8 10 12 
6 100 y 
KLVL 1kw I ll 11 126 20 s - 10 75 5 -
10 
-
10 N 
Longview KLUE lltw N 13 2 94~ 15 I 30 - 15 4 - 1 -
20 y 
Marshall KMHT 1kw N 14 14 119 
0 I 30 
-
15 4 
-
1 
-
20 y 
18 
Taylor KTAE 1kw I 14 10 92 0 10 s 80 - 15 5 - - 5 
10 y 
Tyler KZBY 250w I 4 3 85 0 100 s 25 - 25 10 20 10 
10 100 y 
VIRGINIA 
franklin WYSR lkw I :t - R4 0 35 s 35 25 15 15 - 10 G1ouchester WDDY lkw I 4 0 13 s 51 25 22 2 - - - - y 
Hopewell WHAP 1kw I 12 12 123 12t I 95 - 1 - - -
4 1 
-
Lynchburg WBRG lkw I 5 5 95 D 20 s * - * - * - -
10 y 
Martinsburg WHEE lkw I 7 7 0 I 80 - - 10 * 
10 
-
5 y 
Norfolk WRAP - 60 25 * 10 10 5 85 N 5kw I 9 9 130 100 s 
Richmond WANT lkw I 10 10 D 100 s 43 - 25 12 4 
15 1 100 y 
WISCONSIN 
Milwaukee WMIL lkw N 14 10 103 D 10 I 70 - 30 - - - -
5 N 
***** 
***** 
1-' 
0 
0"1 
23 
NEGRO STATION PROGRAMMING 
City 
100% Negro-appeal 
Progrannning 
Call Letters 
ALABAMA 
Birmingham •••••••••••.••..•••• WENN 
Birmingham •••••••••••••••••••• WJLD 
Huntsville •••••••••••••••••••• WEUP 
Mobile . ....•.•..•....•.......... WGOK 
Montgomery ••••• ~ •••••••••••••• WRMA 
Tuscaloosa •••••••••.•••••••••• WTUG 
ARKANSAS 
Little Rock ••••••••••••••••••• KOKY 
CALIFORNIA 
Los Angeles ••••••••••••••••••• KGFJ 
San Francisco ••••• · •••••••••••• KSHN 
DISTRICT OF COLUMBIA 
Washington •••••.••••••••••••• ·• WOOK 
Washington •••••• : •••.•••••••••• WUST 
FLORIDA 
Or lando ••••••••• ~ ••••••••••••• WOKB 
Pensacola ••••••••••••••. • •••••• 'WBOP 
Tampa • ••.••..•..•.••••..••.••• 'W'rMP 
GEORGIA 
Atlanta ••••••••••••••••••••••• WAOK 
Atlanta . ...................... 'WERD 
Co 1 umbus •••••••••••••••••••••• WCLS 
Columbus ••••.••••••• · ••••••••••• WOKS 
Macon . . • •.•.••..•.•.••.•.•.•..• WIBB 
Savannah •••••••••••••••••••••• WSOK 
ILLINOIS 
llarvey ...•..•.•.......•.•....• WEE 
KENTUCKY 
Louisville ••••••• ~ •••••••••••• WLOU 
City Call Letters 
LOUISIANA 
Baton Rouge •••••••.•••••••••••• WXOK 
New Or leans ••••••••••.••••••••• WBOK 
New Orleans •••••••••••••••••••• WYLD 
Shreveport ••••••••••••••.•••••• KA.NB 
Shreveport ••••••••••••••••••••• KOKA 
MARYLAND 
Anna po 1 is ....................... WANN 
Baltimore •••••••••••••••••••••• WEBB 
Baltimore •••••••••••••••••••••• WS ID 
MICHIGAN 
Detroit (Inkster) •••••••••••••• WCHB 
MISSISSIPPI 
Greenville ••.•••••••••••••••••• WESY 
Jackson .. · .... ~ ................ . WOK.J 
Meridian ••••••••••••••••••••••• WQIC 
MISSOURI · 
Kansas City •••••••••••••••••••• KPRS 
St. Louis ...................... KATZ 
St. Louis . ..................... Ia.LW 
NEW JERSEY 
Newark . ..•..••.• · .••....•••...•• WNJR 
NEW YORK 
Buffalo ••••••.•••••••••••••• Pending 
New York • •...•.. • •..•••.•...•••• WRL 
NORTH CAROLINA 
Durham. • •....•..•......•.•.••••• WS-RC 
OHIO 
Cincinnati ••••••••••••••••••••• WCIN 
Cleve la~d •••••••••••••••••••••• WABQ 
Cleveland . ..................... WJMO 
107 
PENNSYLVANIA 
Philadelphia ••••..•••.••.•.••• WDAS 
Philadelphia ••••.•.••••..••••• WHAT 
Pittsburgh •••..•••••••..•.•••• WAMO 
SOUTH CAROLINA 
Charleston •..•••..••••.•..•••• WPAL 
Orangeburg .•..•.•.•.••.....•.• WDIX 
TENNESSEE 
Chattanooga •.••••.•••.•••..•.. WNOO 
Jackson ••••••••••••••••••••••• WJAK 
Memphis ••••••••••••••••••••••• WDIA 
Nashville •••.••..•.••...••.•.• WVOL 
TEXAS 
. . 
Bea\.JIIX)nt •••••••••••••••••••••• KJET 
Dallas-Fort Worth •.••.•.••.••• KRZY 
Dallas-Fort Worth ••.•••.•.•••• KNOK 
llous ton •.••••••.• , ••.••••.••.• 'KCOH 
Tyler ••••••••••• · ••• · ••••••••••• ICZEY 
VIRGINIA 
Norfolk ••••••••••••••••••••••• W'RAP 
Ric l:JDK>nd • • • • • • • • • • • • • • • • • • • • • • WANT 
City 
75-99% Negro-appeal 
Programming 
Call Lett-ers 
CALIFORNIA 
Oakland •••••••••.•••••••••••••• KDIA 
GEORGIA 
Augusta ••••••••••••••••••••••• WAUG 
"NEW JERSEY 
Newark ••••• _. •••••••••••••••••• WIIBI 
NEW YORK· 
New York •••••••••••••••••••••• WLIB 
NORTH CAROLINA 
Charlotte •.••.•.....•..••••..• WGIV 
50-74% Negro-appeal 
Progranming 
City Call Letters 
ARKANSAS 
Arkadelphia •...••....••.•.••••• KVRC 
GEORGIA 
Waycross ••••••••••••••••••••••• WAYX 
ILLINOIS 
Chicago •••••••••••••••••••••••• WGES 
MICHIGAN 
Detroit •••••.••••••••••••••.••• WJLB 
Flint ••••••.••..••••.•••••••••. W~ 
' NORTH CAROLINA 
Scotland Neck ••••.••••.•••.•••• WYAI 
City 
25-49% Negro-appeal 
Progranming 
Call Letters 
ALABAMA 
Butler ••••••••••••••••••••••••• WPRN' 
FLORIDA 
Jacksonville •••.••..•.••••••••• WRHC 
Ma.rianna ••••••••••••••••••••••• WTYS 
GEORGIA 
Brunswick .••...•.••..••.•.• • ••. 'WMOO 
Columbus •••••••••• · ••••••••••••• 'WDAK 
Gainsville ••••••••••.•••••••••• WGGA. 
ILLINOIS 
Chicago •••••.••••••••••••••••••• WAAF 
Oak Park ••••••...••••.••••••.•• WOPA 
INDIANA 
Indianapolis ••••.•••..•.••.•••. WGEE 
108 
MICHIGAN 
Muskegon •••••••••••••••••••••• 'WMU'S 
MISSISSIPPI 
Clarksdale •••••••••••••••••••• WROX 
NEW YORK 
New York ••••• • • • • • • WADO 
NORTH CAROLINA 
Sanford ••• • • • WEYE 
OKLAHOMA 
C lareDlfJre ••••••••••••••••••••• KWPR 
TEXAS 
C larksville ••••••••••••••••••• KCAR 
VIRGINIA 
Franklin •••••••••••••••••••••• WYSR 
City 
10-24% Negro-appeal 
Programming 
Call Letters 
ALABAMA 
Auburn •••••••••••••••••••••••• WAUD 
Do tha.n ••••.••••••••••••••••••• WOOF 
Eufaula •••••••••.•••..•••..•.• WlJl.A. 
Florence •••••••••••••••••••••• WJOI 
Florence •••••••••••••••••••••• WOWL 
Fo-ley •••••••••••••••••••••.•••• WliEP 
Mar ion • • • • • • • • • • • • • • • • • • • • • • • • WJ.AM 
ARKANSAS 
Hot Springs ••••••••••••••••••• KBLO 
Pine Bluff •••••••••••••••••••• KOTN 
' FLORIDA· 
Ocala ••••••••••••••••••••••••• 'W)I)P 
Pa'hokee ••••••••••••• ~ ••••••••• WRIM. 
Quincy ••••• ; •••.• · ••. • ••••..••.• WCNH 
West Palm Beach ••••••••••••••• WIRK 
GEORGIA 
Baxley •.••••••.•••.•.•• •••••••• WliA.B 
Madison •••••• •••••••• WYTH 
Statesboro •• 
Valdosta •••• 
• •••••••••••• · •••• WWNS 
••••••••••••••••• WGOV 
INDIANA 
Gary ••••••• . . . . . . . . . . . . . . . . . ••• WWCA 
LOUISIANA 
Lake Charles •••••••• 
Ville Platte •••••••• 
MARYLAND 
Baltimore ••• 
MICHIGAN 
• • •• • • • • I<AOK 
• ••••••• KVPI 
•••••• WITH 
Flint •••••••••••••••••••••••••• WTRX 
Belzeni ••• 
Cleveland. 
Columbus •• 
MISSISSIPPI 
................ • •• WELZ 
• ••••• · •• WCLD 
• ••••••• WCBI 
Greenville ••••••••••••••••••••• WGVM 
Houston •••• ·. . • • • • • . . . .•••.••••• WCPC 
Pascagoula-Moss Polnt •••••••••• WPMP 
Starkville •••••• · ••••••••••••••• WSSO 
West Poi~t ••••••••••••••••••••• WROB 
Yazoo City ••••••••••••••••••••• WAZF 
NEW MEXICO 
Hobbs ••••••••••• : '! ••••••••••••• ICWEW 
NORTH CAROLINA 
. Burlington~ •••••••••••••••••••• WBBB 
Elizabeth City ••••••••••••••••• WCNC 
Fayetteville ••••••••••••••••••• WFNC 
Greensboro ••••••••••••••••••••• WGBG 
H:enderson •••••••••••••••••••••• WHVH 
Kings ton • • • • • • • • • • • • • • • • • • • • ••• WELS 
Lumberton ••••••••••. ~ •••••••••• WAGR 
R.a.leigh ••••• ~ •••••••••••••••••• WRA..L 
Raleigh •••••••••••••••••••••••• WSliE 
Reidsville ••••••••••• ~ ••••••••• WREV 
Rocky Mount • ." •••••••••••••••••• WCEC 
Shelby ••••••••••••••.••••••••••• WADA 
Whiteville ••••••••••••••••••••• WENC 
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Wilson •.••••••••••••••••••••••• WG-rM Less than 10% 
Wilson •••••••••••.••.• .•. WVOT Negro-appeal Progra~ng 
OHIO 
Co 11.1111bus • • • • • • • • • • • • • • • • • • • • • .lJVKO 
OKLAHOMA 
Muskog-ee •••••••••••••••••••••• DIUS 
SOUTH CAROLINA 
Anderson •••••••••••••••••••••• WAN"S 
Bennettsville ••.•..•.•.••.••.. WBSC 
Greenville •....•.....•....•.•. WESC 
Mullins ••••••.•••• · ••••••••••••• WJAY 
Orangeburg •••• ~ ••••••••.•••••• WTND 
S\JDlter •••••••••••••••••••••••• WSSC 
TENNESSEE 
Clarksville ••.•..•.••.••.••••• WJZM 
Nashville ••••••••••••••••••••• WLA.C 
TEXAS 
E 1 Campo.. • • • • • • • • • • • • • • • • • • • • • Kln..P 
Gal ve-st~ ••••••••••••••••••••• KC;BC 
Houston-Pasadena ••..•....•..•. KLVL 
Longview ••.••••.•••••.•••••••• KLUE 
Ma. r s 'ba.ll • • • • • • • • • • • • • • • • • • • • • • I<MliT 
Taylor ......................... KTAE 
VIRGINIA 
Gloucester •..••.•.... : .•••..•• WDDY 
Hopewe 11 • • • • • • • • • • • • • • • ••••••• WIIA.P 
Lynchburg ••••••••••••••••••••• WBRCJ. 
WISCONSIN 
Mi 1 waukee • • • • • • • • • • • • • • ••••••• 'WM.IL 
City Call Letters 
FLORIDA 
Delray Beach .•..•..•.•..••••.•. WDBF 
Fort Pierce .•.••.•..•....•..... 'WARN 
GEORGIA 
Am.ericus •••••••••.••.•••••••••• WDEC 
Thomasville •.•••••••.••.•..•.•• WKTG 
Way cross •••••••••••••• · ••••••••• WACL 
ILLINOIS 
La Grange ..• • ••••• •. W'rAQ 
MICHIGAN 
Philadelphia ..••..••..•....•..• WHOC 
Picayune ••• · •..•••••...••••••••• 'WRJW 
Tupelo • • • • • • • • • • • • • • • • • • • • • • • • • 'WELO 
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Radio is easily outdistancing television in its strides to reach 
the minority listener. Lower costs and a larger number of stations are 
the key factors making such specialization possible. 
The mushrooming of FM outlets, offering concerts (both jazz and 
classical), lectures, and other special events is a phenomenon which has 
had a fair amount of publicity. Not so well known is the growth of 
broadcasting operations aimed wholly or partly at Negro listeners. This 
audience comprises some 19,000,000 people with $27,000,000,000 to spend 
each year, an audience that has different listening habits from the so-
called 'twhitett audience with more interest in radio and less interest in 
print than Whites. 
The tremendous growth in Negro-appeal radio is the most ~ramatic 
development in the field of Negro-oriented media. While the Negro print 
media experience a decline in circulation and a decline in the number of 
papers, the Negro-appeal radio continues to grow. 
Three trends seem to indicate the reason for this growth: 
1. Negro population in the United States has increased 25 per cent 
while the white population was growing by only 18 per cent. Ten years 
ago marketers tagged the Negro market "The Forgotten 15 Million"; it has 
become today "The Better Remembered 19 Million." The explosive character 
of the population growth, with its effects in urbanization and decreasing 
illiteracy, was underscored by the 1960 census. More than half of the 
United States Negroes live outside the southeastern states. Also, the 
state with the largest number of Negroes is New York~~not a southern 
I 
state any more. In New York City at least eight stations bid for the 
attention of the Negro audience, which has gone up 50 per cent in the 
past decade and is expected to multiply even faster in the next decade. 
2. Advertisers are changing their attitudes from a completely 
negative conception of the market to a more realistic understanding of 
the significance of this market and the ways of speaking to it. Strong 
listener support for some of the stations has provided time salesmen with 
impressive arguments. Some statistical research is being conducted by 
several stations independently, while the NRA is trying to understand the 
entire national market, tantamount to "in-depth presentations" to adver-
tisers. Unlike the Negro Press, radio provides the advertiser with 
strong merchandising programs to bridge the gap between the advertisement 
being heard and the advertisement being acted on by the consumer. Out of 
the total complex of all the stations in the country offering merchandis-
ing programs, only 21 make extra charges for this service. Many stations 
make this merchandising program a strong part of their sales presenta-
tion. In the few instances where merchandising is available in the Negro 
Press (Chicago Defender, New York Amsterdam News, Los Angeles Sentinel, 
and Norfolk Journal and Guide), extra charges for these services are 
billed, as a general rule, to the advertiser. 
3. Station programming in some areas definitely needs to be im-
proved in content to match the rising educational, economic, and cultural 
level of the "New Negro.n For, the station that wants real community re-
spect and prestige must lead and participate in community projects, not 
simply announce them on the air. It must struggle to improve the com-
munity, not simply "mirror" it. 
Southern radio stations for Negro listeners are obviously fearful 
of being labeled crusading stations. Perhaps the position taken by 
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Memphis' WDIA is typical of most of the radio stations in the South. Al-
though the integration issue has been aired on the station's popular 
Sunday program, "Brown America Speaks," the station per se has taken no 
stand on the matter. No one at WDIA claims to be a crusader or a pro-
fessional do-gooder. ''We are in business,n Bert Ferguson said in 1960, 
"and it just worked out the way it has." He was referring to the fact 
that WDIA had an annual income of $600,000 in that year. Summing up, he 
added, 11 I guess it just pays to be nice to people." Yes, but what people 
is WDIA being nice to? Certainly not the listening market that supports 
their station. Could it be the advertisers? Someday the advertisers 
might be the only ones listening to their programs when the Negro audi-
ence looks for a stronger ttcrusading" voice. 
A more pessimistic view of the future of Negro radio was expressed 
by Frank Seymour, general manager of Detroit's WCHB, in a recent I!!! 
Magazine article on the Negro market, "Too many advertisers have failed 
to grasp a simple point: Ask the Negro for his business with courtesy 
and respect. Don't talk down to him, and cut out the 'Amos-n-Andy bit. 111 
Like many Negro marketing experts, however, Seymour believes that the 
progress that United States Negroes are making toward economic and social 
equality will eventually make special appeals unnecessary. He predicts 
that within fifteen years Negro radio stations will die out. "I guess," 
. 24 
says he wryly, "we are going to fall v1ctims to progress." 
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CHAPTER V 
SUMMARY AND CONCLUSIONS 
INTRODUCTION 
All of our data thus far more than indicate that the Negro Market 
is worthy of cultivation. It offers considerable additional income to 
those manufacturers and retailers who will approach it in the proper 
manner. It offers some retailers special advantages in central city 
areas where 25 per cent of the population is Negro. For example, during 
the period from 1950 to 1960, some two million white residents "subur-
banized" by moving out of the central areas of the twelve largest United 
States cities, while nearly two million southern Negro immigrants 
"urbanized." 
This market, because of the neglect and general lack of attention 
given it over a period of years, has become sensitive to ill-treatment. 
It resents the inference of any characteristics which might tend to set 
it apart as being different from the general market. But marketers can-
not deny that the Negro 1 s color and geographical location do make it 
different from the general market. 
The emerging Negro Market does, however, create new selling op-
portunities not only for makers of consumer goods, but for suppliers of 
business and auxiliary equipment as well. Thus, leading advertisers are 
faced with four basic facts. First, the Negro represents an increas-
ingly important market. Second, the Negro consumer poses a special sort 
of marketing problem. Third, the media reaching this market are gener-
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ally poor in quality and ineffective as carriers of advertising mes-
sages. Fourth, 95 per cent of all advertising agencies still have 
failed to understand fully the dynamics of the Negro Mass Media Market 
because they have failed to conduct any motivation research on this 
market. 
Judging from some research information compiled by the Opinion 
Research Corporation, national advertisers are reluctant to use some 
1 
Negro-oriented media as direct pipelines to the Negro consumer. 
The index made a content analysis of advertising in twelve 
major metropolitan Negro newspapers. Six issues of each paper 
published between May and July 1961 were examined. 
1. Only about one fifth of all available advertising space 
in these newspapers is devoted to brand advertising. 
2. About three fourths is advertising by local retail stores 
and service establishments--food stores, funeral parlors, real 
estate brokers, repair garages, car dealers, etc. 
3. Of the brand advertising, nearly half (in terms of used 
space) is for beer and alcoholic beverages; the next largest 
group is toiletries, followed by cigarettes.and soft drinks. 
All other types of brand products and services--appliances, 
automobiles, airline service, banks, oil companies, tire com-
panies and other consumer goods manufacturers, use up less than 
one tenth of the advertising space. 
Company Advertising in Twelve Leading Negro Newspapers 
Retail, Service Establishments 
Mail Order 
B:r:mid Advertisements 
Beer, Liquor 
Toiletries 
Food 
Cigarettes 
All others 
Per Cent of Advertising 
Space Used 
73 
8 
19 
9 
4 
3 
1 
2 
Some of the Negro magazines carry a substantial amount of brand 
advertising. But, again, most of it is for a very limited number 
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of different types of products. In one major magazine, for 
example, 90% of advertising is for specific brands. Three 
fourths of this advertising space, however, is taken up by 
food, beer, soft drinks, liquor and toiletries. 
The Negro Market·confronts corporate management and advertising 
agencies with both a promise of growing sales potential and a threat of 
economic sanctions. Negr~ leaders and consumers leave little doubt that 
they intend to use both--their buying power and their nonbuying power--
in an effort to persuade management to lend its support to the Negroes' 
sgruggle to improve their economic statu's. 
While a company may choose not to go after the Negro Market, it 
cannot remain immune should Negro leaders decide to make it their target 
for economic pressure. Nor is it wise for management and advertising 
agencies to attempt a justification of their confusion about this market 
by saying that all Negroes read, see, and buy like all other Americans. 
If Negro anxieties and fears are different from whites; if his 
housing conditions are different from whites; if his economic status is 
different from whites; if his socialization process is different from 
whites; and if certain cultural pa~terns of social inadequacies of the 
Negro family unit which grew up among the southern rural folk manifest 
themselves differently from whites, then his purchasing behavior and 
consumption patterns cannot help but be different from whites. 
Differences in Negro and white spending behavior can be attrib-
uted to the social and economic discrimination which has been part of 
the Negro's heritage since emancipation. Not being able to live, relax, 
or dine where they please, American Negroes have developed consumption 
patterns different from those of their white counterparts. 
118 
119 
RESEARCH PROCEDURE 
To answer the question of "How Advertising Agencies Perceived 
the dynamics of the emerging Negro Market," this writer decided to con-
duct a survey among some of the leading advertising agencies in New York 
City. 
This was descriptive research in the form of a questionnaire con-
ducted by personal interviews with the Media Directors. Some eighteen 
advertising agencies were queried. In order to assure candid responses 
from the respondents, this interviewer agreed with the Media Directors 
not to reveal the name of the agency in publishing the research find-
ings. One agency (Batten, Barton, Durstine & Osborn, Inc.), however, 
was amenable to being identified. 
This questionnaire was highly structured with 23 questions. Only 
two questions permitted the respondent to freely associate ideas. But 
fifteen questions did give the respondent an opportunity to explain the 
reason for his attitude. Several other questions were designed to 
cross validate· certain crucial responses (see Appendix for questions). 
Most of the questions required a ''Yes," "No," or "Don 1 t Know" response. 
TABLE III 
Do you believe that there is a Special Interest Market called the Negro 
Market? 
Yes 14 
No 4 
Don't Know 0 
TABLE IV 
Two facts were read to the respondent by the interviewer, as follows: 
One third of all Negro consumers live in 25 principle cities 
compared with only one seventh of all white families. In 78 
of our largest cities the Negro represents one out of every 
four consumers . 
Do you believe these facts make the Negro Market a significant market? 
Yes 13 
No 4 
Don't Know 1 
TAB.LE V 
Most special interest markets are a matter of either choice or time, or 
both--religious, farm, teen-age, aiid others. Do you agree with those 
who say that this is not true of the Negro Market since identification 
is not by choice, but inherited at birth? Not a temporary status, but 
a permanant status? 
Yes 11 
No 4 
Don 1 t Know 3 
TABLE VI 
Do you agree with those who assert that the Negro lives, thinks, moves, 
and buys as a Negro because of his group identification with the Negro 
Market? 
Yes 0 
No 16 
Don't Know 2 
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TABLE VII 
Is it your opinion that the Negro Market is a sensitive market? 
Highly sensitive 1 
Moderately sensitive 2 
Mildly sensitive 6 
Not sensitive 8 
TABLE VIII 
Do you believe that the Negro consumer in the upper middle income class 
spends more of his annual earnings for goods and services than the white 
consumer in the upper middle income class? 
Yes 2 
No 13 
Don't Know 3 
TABLE IX 
It has been said that the Negro longs for recognition after 300 years 
of denial, and that this is the reason his market is sensitive, brand-
conscious, and marked by conspicuous consumption. How do you assess 
this as a marketing reason? 
Most important 4 
Very important 9 
Moderately important 2 
No reason 3 
TABLE X 
Is it your opinion that with certain products the Negro consumes pro-
portionately more than the general masses? 
Yes 10 
No 5 
Dclln 1 t Know 3 
TABLE XI 
Do you believe that advertisements placed in general consumption print 
media which lack "Negro identification" with the Negro Market lose their 
major appeal to this market? 
Yes 2 
No 16 
Don't Know 0 
TABLE XII 
How do you assess the statement, "The Negro consumer is only responsive 
to advertising specially oriented to him?" 
Highly significant 0 
Very significant 1 
Moderately significant 4 
Not significant 12 
TABLE XIII 
Is it the policy of your advertising agency to make any special appeals 
to the Negro Market? 
Yes 
No 
10 
8 
TABLE XIV 
Is the Negro Market too small in terms of population and purchasing 
power to warrant special appeals to? 
Yes 
No 
9 
9 
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TABLE XV 
Are Negro viewing and reading habits different from the mass popula-
tion's viewing and reading habits? 
Yes 5 
No 6 
Don't Know 7 
TABLE XVI 
What effect do you feel mass appeal advertising in the general mass 
media have on the Negro Market? 
Regular Television 
Strong 17 
Moderate 0 
Weak 0 
None 0 
Regular Radio 
Strong 
Moderate 
Weak 
None 
Daily Newspapers 
17 
0 
0 
0 
Strong 17 
Moderate 0 
Weak 0 
None 0 
Magazines 
Strong 17 
Moderate 0 
Weak 0 
None 0 
Direct Mail 
Strong 17 
Moderate 0 
Weak 0 
None 0 
Outdoor Billboards 
Strong 
Moderate 
Weak 
None 
17 
0 
0 
0 
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TABLE XVII 
How effective do you feel Negro-oriented media are in carrying advertis-
ing messages to the Negro Market? 
Negro Weeklies 
Strong 1 
Moderate 1 
Weak 12 
None 4 
Negro-Appeal 
Strong 
Moderate 
Weak 
None 
Radio 
1 
7 
9 
1 
Negro Magazines 
Strong 3 
Moderate 7 
Weak 7 
None 1 
~ TABLE XVIII 
What do you feel are the major shortcomings of the Negro-oriented media? 
Low readership believability in medium 
Low circulation or listenership 
Unverified circulation 
Advertising costs are too high 
Seldom produces sales results 
No reliable motivation research given 
to your agency 
Inadequate national advertising 
News, features, and general format of 
inadequate quality 
Crusades too much on controversial issues 
Makes for overidentification of product 
with the Negro Market which eliminates 
white consumers in the South 
in the North 
4 
3 
3 
7 
7 
5 
1 
2 
0 
0 
0 
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TABLE XIX 
If your agency is using Negro-oriented media for the market, which one 
produces the greatest effectiveness in terms of your advertising goals? 
Weekly papers 
Magazines 
Radio 
3 
3 
3 
TABLE XX 
Where do you concentrate the heaviest use? 
Weekly papers 
Magazines 
Radio 
3 
3 
3 
TABLE XXI 
Do you feel strongly that the print media are better than the electronic 
media for reaching the Negro consumer? 
Yes 
No 
1 
4 
TABLE XXII 
What are the most important reasons for not making special appeals to 
the Negro Market? 
Limited budgets 10 
Racial conflicts that might result from 
advertising 3 
Manufacturers refuse to make special appeals 
to the Negro Market 1 
Advertising agencies have not been adequately 
11sold" on the benefits of special appeals 
to the Negro Market 6 
No satisfactory presentation has been made of 
a Negro promotional program 1 
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CONCLUSIONS 
1. Almost two thirds of all the agencies interviewed believed 
that there is such a market as the Negro Market, and that it is signifi-
cant, with such ~ualifications as follows: 
nwith certain productsn 
"Due to motivations of the Negro population deriving from 
their inequitable status in American society" 
''With certain buying habits" 
"Because of geographical location" 
2. All but two agencies do not believe that the Negro lives, 
thinks, moves, and buys as a Negro because of his group identification. 
They mostly agree with the statement expressed by several respondents: 
"Negroes buy as any other American except where he is 
cognizant of his purchases serving for the benefit of 
the consumer." 
"Racial association does not control consumer purchases." 
3. But there is general agreement by 15 agencies that an impor-
tant marketing reason for the Negro Market being sensitive, brand con-
scious, and marked by consumption is because he longs for recognition 
after 300 years of denial. 
4. Fifty-five per cent of the agencies believe that in certain 
product areas as food, clothing, personal items, beer, and certain house-
holds the Negro consumes proportionately more than the general masses. 
5. Ninety per cent of the agencies believe that advertising copy 
is not weakened because advertisements do not carry Negro models or 
special Negro messages. One agency man believed that "ads are a status 
symbol--product is more important in persuading consumer than model." 
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Another said, "Communication comes through some media and Life has more 
Negro readers than Ebony." But one agency man believed that "ads with-
out Negro orientation do lack some appeal because there is no rapport 
with an unrealistic scene in the ad and the Negro consumer cannot iden-
tify with it." 
6. However, a small majority of the agencies do make special ap-
peals to the Negro Market, but there is universal agreement that regular 
television, radio, newspapers, magazines, direct mail, and outdoor bill-
boards all have strong advertising effects on the Negro Market. At the 
same time, Negro-oriented media are believed to have weak advertising 
effects on the Negro Market, while Negro weeklies are thought to be the 
weakest, radio slightly stronger, and magazines the strongest. 
7. It seems that agencies least fear the racial problems that 
might result from placing advertisements in Negro-oriented media but 
generally feel that it is difficult to justify the advertising cost in-
volved, and that this factor is further complicated by the inability of 
Negro-oriented media to produce sales results. 
8. Of those agencies using Negro-oriented media, there is equal 
participation in all media (radio, magazines, newspapers), depending on 
their clients. 
9. Besides prohibitive cost factors, most agencies feel they have 
not been adequately sold on the benefits of special appeal to the Negro 
Market and only one agency has done any motivation research on the Negro 
Market. 
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There were two limitations to this research that this researcher 
tried to overcome. First was the reluctance sometimes on the part of 
the respondent to express completely negative attitudes to this inter-
viewer about the Negro Market. Second was the inhibition of the re-
spondent about publicizing matters of agency policy. 
Because of the increased mmportance of the Negro consumers in 
urban markets, it is prudent to state that race as a consumption vari-
able warrants more attention from economists and marketers than it has 
received thus far. 
Not only is it important to determine what the Negro Mass Media 
Market is, but any study will raise some moral and practical issues. 
For example, does the concept of a "Negro Market" confuse social and 
anthropological factors with economics? How can this market be viewed 
as separate when it embraces both young and old~ men and women, city and 
rural dwellers, poor and rich--all of the characteristics which normally 
distinguish the special block markets? Does the recognition of a sep-
arate Negro·Market perpetuate and add fuel to the segregation contro• 
versy as some conservatives would coatead? 
It is impossible to predict with any accuracy when Negroes shall 
be accorded all the rights and privileges which whites take for granted. 
It is very likely, however, that observed differences in market be-
havior will continue to be influenced by differences in the socio-
economic environment. Perhaps this market does not meet the orthodox 
standards associated with "special" marketsl nevertheless, four major 
characteristics set it apatt from the United States market. 
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1. The selective perception and media exposure of some two millio~ 
Negroes to desire "race news" through 600 radio stations, 7 magazines, 
and 145 newspapers •.. supplemental news agencies. Radio has its 
greatest effectiveness with the lower class of Negroes, which represents 
75 per cent of the Negro population. Newspapers have their greatest 
effectiveness with the middle class of Negroes, which represents 20 per 
cent of the Negro population. And magazines are most effective with 
the higher income brackets of the Negro population (5 per cent). 
2. It is still largely a segregated market in terms of employment 
opportunities, education, housing, entertainment; it has developed some 
distinct pattern~ in leisure, tastes, and consumer habits. 
3. The Negro Market has high visibil~ty because of the color of 
the skin. Negroes stand out from the crowd and consciously or uncon-
sciously often are accorded different treatment. 
4. It is a mat:ket that is undergoing dramatic change, where both 
social and economic forces are interdependent and interacting. 
It must also be said that part of the failure of management to 
understand the Negro Mass Media Market is the failure of the Negro Press 
to promote themselves. 
Clarence Holte of the Batton, Barton, .Durstine & Osborne adver-
tising agency believes that Negro media men have failed to create a 
saleable climate with management as well as with the agencies. He 
pointed out in a recent conference with this writer the major weaknesses 
of each respective Negro media thusly: 
Negro weekly newspapers; failure to promote themselves; too com-
placent; they have nat recognized their market place. 
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Radio: lack of improving content of programs that would broaden 
the scope of listening audience. 
Magazines: "I only recognize one magazine, Ebony, and it has 
failed to promote itself in the South where its circulation is the 
lowest." 
A wealth of data have been summarized in the hope of shedding 
some light on potential differences which might exist in the reading and 
viewing habits of Negroes and in the consumption propensities of Negroes 
and whites. Management, marketers, agencies, and media must accept the 
Negro as a proud and sensitive American with lower than normal partici-
pation of some media and higher than normal consumption of some prod-
ucts. 
It is the hope of this researcher that this study will stimulate 
additional research into the motivational patterns of the Negro as a 
Mass Media participant and into the motivational purchasing patterns of 
the Negro as a consumer. Perhaps a fourth dimension can be added to 
Drs .. White and Schramm's noted theory of reading determinants, "Age," 
2 
"Education," and "Social Economic Status"; that of "Race." 
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APPENDIX 
APPENDIX A-1 
Paper -------------------------------------------- Address ----------------------
Total Circulation 
-----------------------
Gross Yearly Advertising Revenue: (check one) 
Over $50,000_ $75,000_ $100,000_ $125,000_ $150,000_ 
$175,000____ $200,000____ $225,000 $250,000___ $275,000 ___ 
$300,000_ $400,000_ $500,000_ $600,000___ $700,000_ 
$800,000_ $1,000,000_ 
In the last ten years has circulation (check one) 
Increased or decreased about the same 
Briefly state why ---------------------------------------------------------
In the last ten years has Advertising (check one) 
Increased or decreased about the same 
Briefly state why --------------------------------------------------
Do you conduct an annual "Home Show"? _ Approximate Date -------
Gross Income from Show ---------------------
Normal size of paper (pages) ---------------
Some of my major problems are: (check one or all) 
National Advertising is low 
Local Advertising is low 
Trained journalists are hard to find 
Negro news is usually carried "first" in the local 
daily 
Yes ____ No __ 
Yes ____ No __ 
Yes __ No __ 
Yes_ No ___ 
Additional comments are desired -----------------------------------------------
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APPENDIX A-2 
1. Do you believe that there is a "Special Interest" market called the 
"Negro Market"? 
Yes No ____ Don't Know Why----------
2. Two Facts~ One third of all Negro consumers live in 25 principle 
cities compared with only one seventh of all white 
families; 
In 78 of our largest cities the Negro represents one out 
of every four consumers. 
Question: Do you believe these facts make the Negro market a 
significant market? 
Yes No Don't Know Why -----------
3. Most "special interest" markets are a matter of either "choice" or 
ntime," or both.(religious, farm, teen-age, etc.). Do you agree with 
those who say that this is not true of the Negro market since identi-
fication is not by "choice" but inherited at birth, and not a tempor-
ary status, but a permanent status? Yes____ No Don 1 t Know 
Why __________________________________________ __ 
4. Do you agree with those whO assert that the Negro lives, thinks, 
moves, and buys as a Negro because of his group identification with 
tile Negro market? Yes No 
5. If youranswer to question 4 is YES, then is it your opinion that the 
Negro market is a sensitive market? (check one) 
Highly sensitive 
~tely sensitive ___ _ 
Mil41Y sensitive 
Not seasitive 
{a. Do you. believt the statement that Negro consumers are more "brand 
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conscious" than the general masses? Yes No Don't Know 
Why ____________________________________________________ __ 
7. Do you believe that the Negro consumer in the upper middle income 
class spends more of his annual earnings for goods and services than 
the white consumer in the upper middle income class? Yes No 
Don't Know Why---------------------------------------------
8. It has been said that the Negro longs for recognition after 300 years 
of denial, and that this is the reason his market is sensitive, brand 
conscious, and marked by conspicuous consumption. How do you assess 
this as a marketing reason? 
Most important reason 
Very important reason 
Moderately important reason 
Not a reason at all 
9. Is it your opinion that with certain products the Negro consumes 
proportionately more than the general masses? Yes No 
Don't Know 
If your answer is YES, would you list such product areas? 
10. Do you believe that advertisements placed in general consumption 
print media which lack "Negro identification11 with the Negro market 
lose their major appeal to this market? Yes No Don't Know 
WhY------------------------------------------------------
11. &w do you assess the statement, "The Negro consumer is only re-
sponsive to advertising specially oriented to him"? (check one) 
Highly significant 
Very significant 
Moderately-significant 
Bot aianificant at all 
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12. Is it the policy of your advertising agency to make special appeals 
to the Negro Market? Yes ___ No ___ Why (conditions and methods) 
13. Is the Negro market too small in terms of population and purchasing 
power to warrant special appeals to? Yes _ No __ Why -----
14. Are Negro viewing and reading habits different from the mass popula-
tion's viewing and reading habits? Yes No Don't Know 
15. Has your agency conducted auy ''Motivation Research" by a reputable 
research organization on the buying, reading, and viewing habits of 
the Negro? Yes No 
16. What effect do you feel "mass appeal advertising" in the general mass 
media has on the Negro market? 
Regular Television 
Strong) Moderate) Weak) None) 
Regular Radio 
Strong) Moderate) weak) None) 
Daily Newspapers 
Strong) Moderate) weak) 
-
None) 
Mass Consumer Magazines (Life, Look, etc.) 
Strong) Moderate) Weak) __ None) ___ _ 
Direct Mail 
Strong), __ _ Moderate) __ _ Weak) __ None) __ _ 
Outdoor Billboards 
Strong) Moderate) __ Weak), __ None) ___ _ 
17. How effective do you feel "Negro-oriented Media" are in carrying ad-
vertisfng messages to the Negro market? 
Nearo Weekly Newspapers 
strong)_ Moderate. __ Weak) __ None) __ _ 
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Negro-Appeal Radio 
Strong) Moderate) __ Weak) __ None) __ _ 
Negro Magazines 
Strong) Moderate) _____ _ Weak) __ None) __ _ 
18. What do you feel are the major shortcomings of the Negro-oriented 
media? 
Low readership believability in medium ____ _ 
Low circulation ____ _ 
Unverified circulation -------
Advertising costs are too high _____ _ 
Seldom produces sales results ___ _ 
No reliable motivation research provided to your agency ____ _ 
Inadequate national advertising _____ _ 
Inadequate local retail advertising ____ _ 
News, features, and general format of inadequate quality ____ _ 
Crusades too much on controversial issues 
Makes for overidentification of a product with the Negro market 
which eliminates white consumers in the South ____ _ 
in the North ___ _ 
Other reasons --------------------------------------------------
19. If your agency is using Negro-oriented media for the market, which 
one produces the greatest effectiveness in terms of your advertising 
goals? 
Weekly papers _____ _ Magazines ___ _ Radio ____ _ 
20. Where do you concentrate the heaviest use? 
Weekly papers ___ _ Magazines __ _ Radio _____ _ Why_ 
21. Do you feel strongly that the print media are better than the elec-
tronic wedia for reaching the Negro consumer? Yes No 
Wey--------------------------------------------------------------
22. Which is the,most important reason for not making special appeals to 
the Negro market? (in order of preference) 
Limited budgets __ _ 
Racial conflicts that might result from advertising ____ _ 
Manufacturers refuse to make special appeal (meaning that the 
agency has requested such appeal but the advertiser refuses 
Advertising agencies have not been adequately "sold'' on the 
benefits of special appeals to the Negro market ____ _ 
No presentation of satisfactory "Negro promotional" program __ _ 
23. What do you think are the future trends for the Negro market? 
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